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AFFAI RS

CHAPTER 1

PRI NCI PLES AND M SSI ON AND FUNCTI ONS

1000. BASIC PRI NCI PLES

1. The Department of Defense and the Departnent of the Navy set forth the
basi c principles which guide Marine Corps public affairs activities
through the current editions of SECNAVI NST 5720. 44.

2. Areputation for credibility is essential to a sound Mari ne Corps

mar keting and public affairs program The best interests of the Mrine
Corps will be served by candid, honest relations with the public, the news
nmedi a and adverti sers.

1001. MARINE CORPS RECRUI TI NG COVWAND M SSION. The Marine Corps
Recruiting Conmmand (MCRC) is responsible to the Commandant of the Marine
Corps (MC), for the procurenent of qualified individuals in sufficient
nunbers to neet the established personnel strength levels, officer and
enlisted, of the Marine Corps and Marine Corps Reserve.

1002. SELECTED FUNCTI ONAL AREAS OF THE MARI NE CORPS RECRUI TI NG
COVIVAND

1. Advise the CMC on military personnel procurenent matters.

2. Plan promul gate and supervi se the Marine Corps prograns regul ations
pertaining to mlitary personnel procurenent.

3. Coordinate, cooperate and naintain liaison with other branches of the
Arnmed Forces, the U S. Coast Guard and the Sel ective Service on personne
procurenent matters in which Marine participated or has an interest.

4, Miintain liaison with recruit and officer candidate training
activities, including basic flight training.

5. Develop, distribute and evaluate pronotional material in support of
t he procurenment prograns.
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1003 SOP FOR MARI NE CORPS RECRUI TI NG COMVAND MARKETI NG AND
PUBLI C AFFAI RS

6. Coordinate with the Assistant Chief of Staff for Training (MCRC (RT))
on nmatters concerning operation of the Recruiters School, Marine Corps
Recruit Depot, San Diego, California.

1003. FUNCTI ONAL AREAS OF THE PUBLI C AFFAI RS OFFI CER (MCRC (P))

1. Maintain and operate a Public Affairs office as outlined in FVMFM 3-1
at Appendi x A

2. Support region, district and recruiting station public affairs
activities.

3. Provide formal training to Marines assigned as recruiting station

mar keting and public affairs representatives, district public affairs
officers and chiefs, and recruitnent advertising officers. District
public affairs office staff nmenbers may be assigned to MPA training based
upon seat availability. Formal training also provided to RS commandi ng
of ficers, district contact teams, recruiter instructors and career
recruiters

1004. FEUNCTI ONAL AREAS OF THE ASSI STANT CHI EF OF STAFF FOR
ADVERTI SI NG (MCRC (M)

1. Advise the Conmandi ng General, MCRC, on advertising in support of
recruiting.

2. Support district Recruitnent Advertising Oficers (RAGCs) and RS
Mar keting and Public Affairs Representatives (MPAs).
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SOP FOR MARI NE CORPS RECRUI TI NG COMVAND MARKETI NG AND PUBLI C AFFAI RS
CHAPTER 2
ORGANI ZATI ON AND RESPONSI BI LI TI ES
2000. COMVANDANT OF THE MARI NE CORPS. The Commandant of the Marine Corps

is responsible to the Secretary of the Navy for effective inplenentation
of public affairs and advertising policies within the Marine Corps.

2001. COVWANDI NG GENERAL, MARI NE CORPS RECRUI TI NG COMVAND. The
commandi ng general exercises control of the Marine Corps recruiting
service and directs the public affairs and advertising prograns of the
recruiting service.

2002. PUBLI C AFFAI RS COFFI CER MCRC (P)

1. As a special staff officer, advises the Conmandi ng General, Marine
Corps Recruiting Command (CG MCRC), on all public affairs issues relating
to recruiting and the command’s interaction with the public. The public
affairs officer is responsible to the CG MCRC, for specific planning and
i mpl enentation of Marine Corps public affairs prograns.

2. The public affairs officer will be consulted on the public affairs
impact in all Marine Corps recruiting matters of regional, national, or

i nternational scope or inportance. Address related correspondence to the
Commandi ng General, Marine Corps Recruiting Command (P)

3. The public affairs officer is responsible for devel opi ng MCRC public
affairs guidance on all recruiting public affairs matters.

4. The public affairs officer is responsible for devel opi ng and providi ng
training for all recruiting service-unique public affairs subjects to
district and recruiting station public affairs Marines assigned to Marine
Corps Recruiting Comand.

5. The Public Affairs Oficer is the |liaison between Recruiting Conmmand
and ot her Marine Corps commands and units (i.e. U S. Marine Band, MO 20,
avi ation support, AV-8B Harrier Denpnstration scheduling conmttees, etc.)
in support of recruiting public affairs and conmunity relations

obj ecti ves.
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2003 SOP FOR MARI NE CORPS RECRUI TI NG COMVAND MARKETI NG AND PUBLI C
AFFAI RS

6. The public affairs officer is the spokesman for national nedia
gquestions about recruiting matters.

7. The public affairs officer is responsible for providing public affairs
support to the recruiting service in initiatives designed to enhance
m ssion attai nment.

2003. ASSI STANT CHI EF OF STAFF FOR ADVERTI SI NG (CG MCRC (M)

1. The Assistant Chief of Staff for Advertising advises the Comrandi ng
Ceneral, Marine Corps Recruiting Cormmand, on all matters regarding
advertising and pronotion in support of recruitnent objectives. The scope
of this support extends from print and broadcast nedia to direct nail
films, outdoor and printed sal es brochures.

2. Advises the Career Pl anning Branch (CMC Code MMCP) on the nost
effective retention advertising naterials and prograns to aid career
pl anners and conmandi ng officers in the acconplishnent of the Marine
Corps’ retention goals for first-termand career Marines.

3. Furnishes justification for budget subm ssions for advertising
support, including Regular/retention (O&MWC) and Reserve (O&VMCR) budgets.
Fur ni shes supporting docunentation to support/defend the adverti sing
budget s.

4. Prepares the annual National Recruitment Advertising Plan (RAP) in
conjunction with the contracted Marine Corps advertising agency, and acts
as technical advisor for the preparation of |ocal advertising plans at the
Marine Corps district and recruiting station |evels.

5. Maintains accountability for advertising funds allocated to the Marine
Corps Recruiting Command, reconmending to the Conmandi ng General, Marine
Corps Recruiting Command, a funding allocation plan to support total force
recruiting on a nationw de basis.

6. Fornul ates specific projects to support recruiting and processes
requi red docunentation, prepared by the contracted advertising agency,
through the contracting phases. This process includes the comm tnent of
funds to each project, the obligation of funds by a witten contract with
the supplier, and the expenditure of funds through |iquidation of
contractor invoices at the Marine Corps disbursing office.
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SOP FOR MARI NE CORPS RECRUI TI NG COMVAND MARKETI NG AND 2005
PUBLI C AFFAI RS

7. Conducts liaison and cl ose coordination between the Marine Corps and
all the other mlitary services advertising directors in an inform
organi zation called Joint Advertising Directors of Recruiting (JADOR).

8. Coordinates and nmanages the production and executi on phase for al
recruiting films and Marine Corps national convention displays/attendance.

9. Acts as the Headquarters staff agency which handles all field
inquiries and staff proposals regarding advertising and recruitnent
pronotional activities.

10. Advises the Marine Corps districts on the nost effective use of
regi onal advertising opportunities.

11. Produces and supervises the publication and distribution of al
Recruiter Support Materials and outdoor display advertising to the
recruiting stations through the annual Recruiter Support Mterial O der
form

2004. COWANDI NG OFFI CERS OF RECRUI TI NG DI STRI CTS

1. District conmanding officers are responsible for inplenenting the
comandi ng general’s public affairs and adverti si ng guidance within their
| ocal command area and provi ding assistance to recruiting station
comandi ng of ficers.

2005. PUBLI C AFFAI RS OFFI CERS OF RECRUI TI NG DI STRI CT

1. The Public Affairs Oficer is responsible to the district commandi ng
officer for assisting recruiting stations in their public affairs efforts.

2. The Public Affairs Oficer will be consulted on all Marine Corps
recruiting public affairs matters of regional scope or inportance and
forward all itenms of national interest to the Commandi ng General, Marine
Corps Recruiting Command (P)

3. The Public Affairs Oficer is responsible for supporting the Educator
Wor kshops conducted by each recruiting station and serve as the District’s
liaison with the recruiting region

4. The Public Affairs Oficer is responsible for dissen nating
i nformati on on PA policy and training matters to the recruiting stations.
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2006 SOP FOR MARI NE CORPS RECRUI TI NG COMVAND MARKETI NG AND
PUBLI C AFFAI RS

5. The Public Affairs Oficer is responsible for providing interna
comuni cations between the recruiting stations of the district by
publication of a district magazi ne; other publications may be directed by
the district commandi ng of ficer

6. The Public Affairs Oficer is the |Iiaison between HQMC Retired Branch
and the RSs to execute the Retired Marine Luncheon Program The District
PAO i s responsi ble for hosting Retired Marine Luncheons in the city where
the district headquarters is |ocated.

2006. DI STRI CT RECRU TMENT ADVERTI SI NG OFFI CER (RAO)

1. The RAO is responsible for providing advertising assistance and advice
to the Commanding O ficer of the recruiting district.

2. The RAO is responsible for assisting RS Conmanding O ficers in
integrating RS advertising efforts with the District and National plans
t hrough devel oprent of a District Recruitnent Advertising Plan

3. The RAO, working with the district representative of the contracted
advertising agency, plans and places District advertising materials.

4. The RAO provi des assistance to RS Enhanced Area Canvassi ng events and
ot her comercial Marine Corps |ead generating activities as requested by
RS CCs.

2007. RECRUI TI NG STATI ON COVVANDI NG CFFI CER

1. Commanding O ficers are responsible for public affairs and adverti sing
within their area.

2. Commandi ng of ficers should take an active, personal role in public
affairs including speaki ng engagenents, courtesy calls on community
| eaders, and interviews with news nedia.

3. Commandi ng of ficers should include the Marketing and Public Affairs
Representative (MPA) in all Comrand G oup briefings for informationa

pur poses and apprise the MPA of any events or Serious Incidents which
coul d generate local nmedia attention. The MPA should have a direct line
of conmuni cation to the conmmandi ng of ficer
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SOP FOR MARI NE CORPS RECRUI TI NG COMVAND MARKETI NG AND 2008
PUBLI C AFFAI RS

2008. _NMARKETI NG AND PUBLI C AFFAI RS REPRESENTATI VE ( MPA)

1. Public affairs billets allocated to the RSs are filled by Conbat
Correspondents to fill billets described as Marketing and Public Affairs
Representatives (MPAs) and fall under the personnel procurenent Table of
Organi zation (T/O. Marines assigned to these billets are designated as
the RS Public Affairs Representative to the nmedia and public affairs

advi sor to the Commanding O ficer, as well as the public affairs trainer
for Recruiting Noncomm ssioned Oficers in Charge and recruiters and have
the sane responsibilities as outlined for MCRC and District Public Affairs
Oficers as outlined in FMFM 3- 1.

2. The MPA is a Combat Correspondent, MOS 4341, and is the primary nedia
program coordi nator within the RS. The MPA will performduties directly
related to external and internal infornmation and comrunity rel ations as
outlined in Ref. (a).

3. The MPA will organize and inplenment a public affairs programfor the
RS as outlined in Ref. (b).

4. The MPA will produce an annual Recruiting Station Recruitnent
Advertising Plan for the RS CCs’ approval, to best utilize RS adverti sing
funds.

5. The MPA will be responsible to the commanding officer in all nmatters
pertaining to public affairs and adverti sing.

6. The MPA is the primary coordinator of the RS Educator Wrkshop
program

7. The MPAis the primary liaison with civilian sponsors throughout the
RS area requesting cerenonial support units such as bands and
denonstration pl at oons.

8. The MPAis the primary point of contact for coordinating aircraft
static displays and denonstration, for the RS

9. The MPAis the primary point of contact during tours of the U S
Marine Band in the RS area.

10. The MPA is the RS designated spokesnan for answering nmedia queries
and providing nedia assistance and information within the RS area of
responsibility.

11. In support of internal information objectives, the MPA should
produce, at a mninmum a quarterly pool ee newsletter or
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2008 SOP FOR MARI NE CORPS RECRUI TI NG COMVAND MARKETI NG AND PUBLI C
AFFAI RS

magazi ne; RS newspapers may be produced at the discretion of the CO

12. The MPA is responsible for assisting RSS NCO Cs in maintaining active
nmedi a rel ati ons throughout the RS area.

13. The MPA is responsible for making nmedia visits and liaison with the
NCO C as outlined in Chap. 10 of reference (b).

14. The MPA supports the recruiting mssion by assisting recruiters with
Enhanced Area Canvassing activities and other |ead-generating events.

15. The MPA assists recruiters by serving as the ordering and
distribution point of contact for all Recruiter Support Material. The MPA
wi Il coordinate the local order of material with each NCO C and OSO

annual ly, then distribute materials as they are received at the RS. The
MPA wi Il provide training on RSM use as required

16. The MPA is the RS contact for collecting nanes for the Recruiter
Suppl i ed Nanmes program and forwardi ng the names to MCRC (M.

17. The MPA is responsible for being aware of all materials required at
the RS level in the annual MCRC Directives letter containing appendi x B

18. The MPA is responsible for preparing Public Affairs Quidance for the
commandi ng officer in case of events which may have an inpact on the
command’ s comrunity rel ations, positive or negative.

19. The MPA is responsible for assisting the recruiters in executing the
Awar ds Programto hi gh schools each year.

20. The MPA is responsible for assisting the COin coordinating a Retired
Marine Luncheon within the RS each year in cities not colocated with a
district headquarters or major Marine Corps conmmand.

21. The MPAis the RS s prinmary liaison with the |ocal Peacetine/Wartine
Support Team (PWST) representative.

22. The MPA is responsible for formal testing of any applicant who wi shes
to enlist into the Marine Corps with guaranteed assignment as a 4341.
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PUBLI C AFFAI RS

23. The MPA is the primary point of contact for recruiters desiring to
make | ocal public service announcenents at |ocal nedia outlets.
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AFFAI RS

CHAPTER 3

ADM NI STRATI ON

3000. MARKETI NG AND PUBLI C AFFAI RS REPRESENTATI VE OFFI CE I N THE
RECRUI TI NG STATI ON

1. Marketing and Public Affairs Representatives (MPA) are acting as the
public affairs spokesnman for the first time in their career and are
responsi bl e for operations of a public affairs office, simlar to a public
affairs Chief’s responsibilities at a base or station. A successfu

public affairs/marketing programw Il not be run froman office

adm nistratively, however, a sound office setup will help contribute to an
MPAs overall efficiency and credibility.

2. Wthin the recruiting station, the MPA should have either a snal

of fice or dedicated work area. At a mninum each MPA should have a desk,
two-drawer file cabinet and a small bookcase. Wthin the recruiting
station there should be a secure storage area |arge enough to acconmopdate
storage and distribution bins for Recruiter Support Mterial and one

| ocki ng storage cabinet for holding high cost give-away itens and tapes.
If possible, it is preferable that the MPA have a dedi cated phone nunber
and Marine Corps e-mail. The MPA needs a conputer and access to internet
as well as access to a fax machine. The files in the public affairs
office are not considered official files, subject to I Ginspection or
required to be filed using the SSIC system

3001. PUBLIC AFFAI RS ORDERS AND DI RECTI VES

1. Volumes | and Il (ref. (c) and (b)) provide directions for public
affairs operations within the recruiting station. Ref (a) is the guiding
docurent for all Marine Corps public affairs activities.

2. The directives listed at Appendi x B should be maintained in the
recruiting station for use by the MPA as required.

3002. CORRESPONDENCE

1. MPAs should be prepared to draft correspondence, for the RS CO or XO
signature, in response to public inquiry per reference (d); the CO may
designate the MPA to sign these responses on
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PUBLI C AFFAI RS

recruiting station |etterhead. Exanples of the correct format for socia
correspondence are found at Appendi x C

2. At a mnimm MPAs should be prepared to conplete the foll ow ng
correspondence for the command, using the references indicated:

a. Position Paper.

b. Point Paper.

c. Tal king Paper.

d. Trip Reports.

e. Menorandum for the Record.

f. Menorandum
3. Oficial correspondence nay be directed for the MPAs to draft with
appropriate SSIC codes and infornmation for the recruiting station. The
|l etters must be prepared according to reference (d) and kept on officia
file in the adm nistration office of the recruiting station
3003. RECRUI TER OUT- OF- POCKET EXPENSE (ROPE) FOR MPAS. ROPE
rei mbursenent for MPAs for valid clains is authorized by MCRC in reference

(e). Each district CO designates |ocal guidelines on the subm ssion of
ROPE clainms within the district.

3004. TRAI NI NG AND ASSI STANCE VI SITS AND | NSPECTI ONS

1. Training and Assistance Visits by MCRC PA with the district PAO or MPA
and the district PAOwi th the MPA can be very useful tools in advising the
district and RS command groups how the effectiveness of public affairs
support can be maxim zed. A T&A Visit nay be conducted by anyone the
district or RS CO designates or requests.

2. Questions which should be reviewed during a T&A visit are included at
Appendi x D. These visits are designed to exam ne conmand/staff rel ations,
internal information, public information, conmunity relations and

adm nistration, or any one of the |isted areas.
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PUBLI C AFFAI RS

3. Inspections are designated visits to insure the recruiting station
public affairs office has the appropriate tools, support and training to
operate effectively. Appendix Eis the Marine Corps public affairs

i nspector general checklist and will be used for inspecting MPAs. This
list may be a useful tool to the MPAin daily operations and deci sions on
how to maintain an office and RS command rel ati onshi ps.
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CHAPTER 4
MARI NE CORPS CEREMONI AL UNI' T SUPPORT
4000. BACKGROUND

1. Marine Corps cerenpnial units have a trenendous inpact on their

audi ences and can nost positively inpact recruiting. The prinmary m ssion
of these units is to provide Community Rel ati ons general awareness for the
Marine Corps and to support the recruiting service. Their appearances
fall under the strictest guidelines of reference (a).

2. It is inperative that MPAs are fully aware of the criteria for
support, governed by both the nature of the sponsor and the nature of the
event to be supported.

3. Wen they are requested by a civilian group, the units nust be
sponsored and appear at no expense to the governnment; a district or
recruiting station nay elect to expend funds to bring in a unit but rmnust
be aware of the total cost involved and the inpact their funding will have
if they are supporting one non-mlitary event; recruiting stations nust

not give the inpression of providing selective benefit to one civilian
event over anot her.

4. Al requests for appearances by one of these units nmust be origi nated
on an Armed Forces Participation Request Form (Non-Aviation), Appendix F
The form shoul d be sent directly, by the sponsor, to HQMC (PAC) for
action, with no comrent of support by the recruiter or recruiting station
The MPA shoul d assist the sponsor in determning if the request is

af fordabl e by the sponsor at the beginning of the request process.

4001. WHO THE CEREMONIAL UNI TS ARE

1. Sponsors want to know what units the Marine Corps has. This is the
MPAs and recruiters chance to educate and help the public. Many will
start with "How do | get "The" Marine Band here? The fact is, nmany
Marines and nmemnbers of the public are not certain of the distinctions
between "The President’s Owm" U. S. Marine Band and the other Marine

musi cal organi zations. The MPAs role in deciphering public requests can
be critical to providing appropriate support.
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"The President’s Owm" U. S. Marine Band is a special cerenonial unit whose
primary mssion is to support the President of the United States. The
band’s interaction with the MCRC is covered in Chapter 5 of this SOP. The
Band makes annual concert tours and is available on a very limted basis
for local events.
2. The primary cerenonial units are:

The U S. Marine Drum & Bugl e Corps (D&B)

The U. S. Marine Silent Drill Pl atoon (SDP)

The U S. Marine Corps Battle Col or Detachnment (BCD)

The Marine Corps Presentation Team

One of 12 Marine Standard Bands
Appendi x G contai ns descriptions of each unit. Mre in-depth informtion
is avail abl e through each unit’s press information kits which they

di stribute when appearances are schedul ed.

4002. SPONSORS BRING THE UNI TS TO YOUR TOMN

1. Marine Corps air assets are used whenever possible; the cost of fue
and crew use are not charged to the sponsor. However, the Cerenonial Unit
must be fed and, in some cases, billeted by the sponsor during their
visit.

2. How many people are involved varies fromgroup to group. The
information for initial planning is:

U S. Marine Drum & Bugle Corps - 80
U S Mrine Silent Drill Platoon - 38
U S. Marine Corps Battle Color Detachnent - 125

(I'ncludes D&B, SDP, U. S. Marine Corps Color Guard and one
narrator)

Marine Corps Presentation Team- 5
(Core unit from Quantico may be augnented w th equi prent
and Marines fromlocal reserve units)
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Mari ne Standard Bands - 50
(Smal | er dance ensenbl es and other units may be requested
from individual bands)
3. This translates to the follow ng roomrequirenents
U S. Marine Drum & Bugle Corps - 8 singles, 36 doubles
U S. Marine Silent Drill Platoon - 2 singles, 18 doubles

U S. Marine Corps Battle Color Detachnent - 10 singles, 56
doubl es

Marine Standard Bands - 6 singles, 22 doubles

Marine Corps Presentation Team- 3 singles, 1 double
4. Transportation is a nunber one priority for these units, both getting
to the site and once they are on the ground. |f the performance site is
Il ess than 100 mles fromthe unit’s hone base, the unit will probably be
usi ng ground transportation. Trips up to 350 nmiles without air |anding
availability will require contract buses to be provided by the sponsor
As noted above, Marine Corps air, at no expense to the sponsor, wll be
used when it is avail able.

5. On the ground, the units need the following fromthe air landing site
to billeting and the performance site:

D&B - 2 buses and 1 cargo truck

SDP - 1 bus and 1 cargo truck

BCD - 4 buses and 2 cargo trucks

Marine Standard Band - 1 bus, 1 12 passenger van, cargo truck
Marine Corps Presentation Team- 1 car

The units use their own nenbers for | oading crews and the Barracks
cerenonial units us their own truck drivers
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6. Once at the hotel or performance site, there is a requirenment for

| ocked storage for instrunents, weapons and/or colors. 1In lieu of
storage, those itens may be left on the truck as long as the truck can be
backed up against a building or light pole in view of the hotel | obby.

4003. CREATI VE GU DANCE

1. The information offered here is nerely a brief. A coordinator is
assigned to each of the Marine Corps cerenpnial units to work out the fine
details. As the local Marine, the recruiter and the MPA are in the
position of being able to ensure the appearance goes snoothly by being a

| ocal |iaison between the unit and the sponsor

2. In the event the sponsor doesn’t make | ocal, pre-paid billeting and
nmessi ng arrangenents, the standard JTR per diemrate for the visit area
applies; the sponsor is responsible for those costs. Appearances do not
need to be cash transactions. Public affairs creativity can cone into
play here. Instead of paying the unit full per diemrates, ask potentia
sponsors to consider the foll ow ng ideas:

- Is there amlitary facility in the area? |f so, the barracks and
dining facility may be used (renenbering squad bays are NOT consi dered
adequate billeting); the sponsor will have to pay the daily nmeal and room
rates.

- Does a nenber of the sponsoring organization own a notel or hote
and will they offer free or reduced-rate roons?

- Is there a band booster club, Anmerican Legion, VFWor other simlar
organi zation involved? Those groups will often provide some wonderfu
buffet neals for the visiting units.

- Is this a civic event? The sponsor may ask nmenbers of the Chanber
of Conmerce to provide support.

4004. Al RCRAFT DEMONSTRATI ONS AND DI SPLAYS

1. The Marine Corps is an unknown entity in many ways to nmany Americans.
We have high recognition by name and as fighting infantrynmen, but, our

hi gh-tech side and career opportunities are often overl ooked. Aircraft
static displays give people a chance to see the planes, fixed wi ng and
rotary, that we fly everyday.
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It gives thema chance to visit with the Marines who fly and maintain them
as wel | .

2. To support public affairs conmunity relations efforts and recruiting,
and within safety and training requirenents and constraints, aircraft are
made avail able for static displays in nuch the same way as bands, the SDP
and t he BCD

4005. | NSTRUCTI ONS FOR REQUESTI NG Al R SUPPCORT (ot her than
Harrier denonstrations)

1. The requirenents for a static display, mninmmrequirenents for the
| andi ng and display area is found in references (a) and (f) and the form
for the request is found at Appendi x H

a. Thirty days before the desired display is the standard mi ni num
ti me considered acceptable for routine request routing via HQMC and t he
aircraft scheduling office.

b. Aircraft displays often pronpt | ocal reporters to seek perm ssion
for a brief ride for news coverage. These rides nay be prearranged but
wi Il not be given wi thout prior approval; requests for reporter rides
shoul d be submitted to scheduling, via MCRC, in the same nmanner as a | oca
static display request.

c. Requests should be sent by RSs to HQMC Public Affairs Comunity
Rel ati ons Branch.

d. If the aircraft static display is being requested by the RS, as in
support of a career day, EAC event, etc., MPAs will have to insure there
are special assets available in their area if the plane is to be | anded
off of amlitary installation; aircraft security, fuel, nearest air
traffic control, and on-site crash crewfire fighting equi pment to be
present at |anding and departure will have to be coordi nated and that
i nformati on provided to the flight crew and scheduling office.

e. The MPA should be prepared to coordinate any other requests the
flight crew or schedul ers nmay have, renmenbering that safety and security
are the forenost considerations the crew has regarding its plane and
Marines. Site criteria is a nmgjor consideration in off-base requests as
well. Size of the |anding area, overhead wires, clear spaces fromtrees
and other tall buildings, as outlined in Ref. (a), nust be reviewed before
the request is processed and that infornmation nust be part of the initia
request.
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f. As with any other cerenoni al appearance, the requester is required
to provide billeting, nessing and ground transportation for the Marines.
Costs of air transportation itself is not charged back to the sponsor. |If
the RS is requesting the display to take part in a school career fair or
simlar event, the RS will have to fund those costs; groups that come to
the RS to request the support should be nmade aware of those conmtnents
and agree to them before begi nning the request process.

4006. HARRI ER DEMONSTRATI ON SCHEDULI NG

1. During January of each year, the MCRC PAOw |l forward a list of
proposed DOD approved air shows for harrier denonstrations to the
recruiting stations via the districts for input and

concurrence/ nonconcurr ence.

2. Considerations in determning harrier denonstration site
recomendati ons will incl ude:

- Blue Angels, Thunderbirds and Gol den Kni ghts schedul es in the samne
ar ea;

- Anpunt of time since last Harrier Denpb in the sanme region

- Needs of recruiting support in specific areas.
3. MCRC public affairs will work on a "nmap-bal anci ng" programto assure
all areas of the country receive support on a rotating basis, simlar to
that utilized by the U S. Marine Band in its annual tour schedul e

rotation.

4. Harrier static displays not on the denonstration schedul e may be
requested at any tine using Appendix H
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CHAPTER 5
ANNUAL U. S. MARI NE BAND TOUR

5000. BACKGROUND. The Marine Band has conducted an annual concert tour
since 1891. The yearly trip has been interrupted only by the Spani sh-
Arerican War and World Wars | and Il. Prior to 1987, the tours were
conducted at no expense to the governnent. Patrons had to pay an

adm ssion fee to see and hear the Marine Band in concert. The Marine
Corps now underwrites tour expenses to allow concert attendees the
opportunity to see "The President’s Owm" free of charge.

5001. ANNUAL TOUR COMVAND AND CONTROL

1. Marine Corps Recruiting Command (MCRC) controls and nonitors the
established Marine Band tour-related activities of |ocal Marine Corps
recruiters, in conjunction with Headquarters Marine Corps (PAB) and the
Commander, Marine Forces Reserve, to accommodate and support | oca
recruiting efforts and the Commandant’s conmunity outreach goal s.

2. The Marine Band' s annual tour is under the operational control of HQWC
(PAB) and scheduled by a tour director who is the primary liaison with
sponsoring organi zations and arranges all details of the performances to

i nclude publicity.

3. As directed by HQMC (PAB), the Marine Band' s Public Affairs Chief wll
coordinate all MPA tour-related activities through MCRC PA

5002. MARINE CORPS RECRUI TI NG COVVAND LI Al SON ACTI VI TY

1. Upon receipt of the band’ s annual tour schedule, MCRC contacts the
appropriate recruiting stations, via the district public affairs offices,
with the concert dates, sponsor information, seat availability to the
recruiting station for each concert and a |ist of each concert at which a
sponsor has aut horized a Marine Corps information booth or table at the
concert site.

2. The recruiting station provides a point of contact to MCRC via the
district public affairs officer.
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a. The official recruiting station point of contact nane and phone
nunber is provided to the band’ s public affairs chief so that the tour
director can identify authorized Marine contacts to the sponsor

b. Only the recruiting station point of contact should establish
contact with the | ocal sponsor

3. Each recruiting station is to receive up to five percent of the tota
avail abl e seats at the performance; the designated recruiting station
poi nt of contact nust contact the sponsor to request these tickets.

a. The recruiting station POC will contact the sponsor inmediately
upon recei pt of the tour schedule to make arrangenents for the recruiting
station to procure its share of each concert’s tickets. The recruiting
station POC will report weekly to the MCRC public affairs coordi nator on
progress of ticket pickup and sponsor contact.

b. Use of the recruiting station tickets is strictly at the
di scretion of the recruiting station CO

c. It is suggested that the CO nake use of these tickets with |oca
i nfluencers of the sane caliber of those who would be invited to take part
in the Educator’s Wrkshop

4. The recruiting station should provide an information booth at each
concert where a booth or table is authorized. This booth does not have to
be manned by a recruiter, but by a personable Mari ne who can share

i nformati on about the Marine Corps with the concert attendees.

5. No overt recruiting efforts will take place at a Mari ne Band concert.
The booth should be renoved before the concert concl udes.

6. Events such as static displays, fun runs, etc., around the tinme of the
Marine Band concerts nay be held to hei ghten awareness of the Marine Corps
and enhance the Marine Corps’ image. Publicity of these events nust be
for the event itself, not the concert.

5-4



SOP FOR MARI NE CORPS RECRUI TI NG COMVAND MARKETI NG AND 5005
PUBLI C AFFAI RS

5003. CONCERT SET UP AND RESPONSI Bl LI TY

1. Concert publicity and public ticket distribution are contractua
obligations of the sponsor of "The President’s Om."

a. The MPA at the recruiting station nmay be called upon, via MCRC
public affairs to assist the sponsor with publicity or ticket
distribution, using the MPA's established nedia connections; this wll
only occur in extreme cases and would be fully coordinated with the
recruiting station on a non-interference basis by MCRC public affairs.
The district headquarters will be back briefed by MCRC i f MPA assi stance
has been requested and coordi nat ed.

b. 1In no case should the recruiting station undertake any publicity
generation w thout authorization and gui dance from MCRC PA

c. Any requests for such assistance directly fromthe sponsor to the
MPA shal |l be reported to MCRC PA. W will assist the sponsor only at the
request of the U S. Marine Band.

2. Each MPA will be provided with "The President’s Owm" U. S. Marine Band
fact sheets and information to assist themin providing on-the-spot
i nformation on the Band and its nusi ci ans.

3. Al tour related nedia activities such as interviews, concert

phot ography or film ng and the |Iike nust be authorized by and coordi nated
with the Marine Band Public Affairs Chief. MPA on-site assistance with
medi a must foll ow established Mari ne Band gui del i nes.

5004. 1& TOUR COORDI NATI ON. The RS-designated point of contact will
make liaison with the local Inspector & Instructor. The recruiting
station will provide the & POC with Marine Band information to assi st
themin discussing the Band with their conmunity contacts in the concert
area. Additionally, recruiting stations will provide up to ten percent of
the recruiting station share of the concert tickets to the 1& POC if
request ed.

5005. AFTER ACTION. An After Action Report of recruiting station
activities relating to the concert will be addressed to HQMC (PAB), via
Commandi ng General, MCRC, with a copy to the district headquarters, the
busi ness day foll ow ng each performance.
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CHAPTER 6
EXTERNAL | NFORMATI ON

6000. BACKGROUND. Marine Corps external communication in the recruiting
service is distinct in design and execution fromthe public information
function performed by other commands because of the business or sales
nature of the recruiter’s mssion. Publicity, defined as informative,
non- adverti si ng comuni cation through news or feature-oriented nedia, is
generated by public affairs Marines at the recruiting station and district
| evel s.

6001. EXTERNAL | NFORMATI ON DI SSEM NATI ON

1. The MCRC PAQ, district PACs and MPAs disseminate information to news
medi a and the public through news rel eases, news advisories, news
conferences, nedia availability, editorial boards, interviews, background
bri efings, responses to query, nedia enbarkations, speeches and the

rel ease of visual material, just as they would in any fleet public affairs
office. Regardless of the formin which information is dissemni nated,
basic public affairs guidelines apply.

a. Information nust be subjected to security and policy review prior
to release by the appropriate | evel comandi ng of ficer

b. The subject matter proposed for rel ease, the reach of the news
medi umin question, or the prom nence of the speaking platformwl]l
deternmi ne the cogni zant rel easing authority.

(1) Stories involving local recruiters, speech requests of
recruiting station officers and incident information regarding the
i medi ate | ocal area are all under the cognizance of the recruiting
stati on Commandi ng O ficer

(2) Stories or itens which may affect the district are under the
cogni zance of the district CO Stories of a national or internationa
nature are under the cognizance of the CG MCRC. The CG MCRC, nmay
designate action on and support for stories at either command level at his
di scretion.

(3) Al requests for information intended for commercial use nust
be forwarded to CG MCRC (P).
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6002. NEWS RELEASE FORMS. The customary formused to di sclose routine
i nformati on, announce news and/or answer anticipated questions is the news
rel ease in the appropriate format.

1. Several prinmary rel eases which benefit recruiting include spot news
stories and recruiting-specific stories about recruiters, enlistees and
shi ppers, along with features about |ocal recruit training graduates homne
on boot |eave and serving as recruiter assistants. The forns at Appendi x
I may be used for routine distribution. They are designed for conpletion
by the RS MPA to be distributed to | ocal nmedia by the MPA and/or the RSS
NCO C.

2. News advisories are provided to the nmedia to |l et them know that an
event of interest is about to happen. It advises themthere is an
opportunity to cover an event. General officer’s visits, Educators

Wor kshops, and other simlar events are comron topics for advisories.
These advi sories are not releases to the public, such as rel eases about
upcom ng cerenonial unit appearances, but for use by the nedia to plan
their coverage of an event.

3. News conferences are typically conducted to present an issue of
interest to numerous nedia and are conducted to di scuss a topic of
substantial interest. They may be, but are rarely used at the RS | evel;
an RS closing mght warrant a conference as would a crisis affecting an RS
ar ea.

4. A nedia availability is, sinply, proactively naking individuals of
interest available to the nedia,

5. Interviews can be conducted by phone or in person and are often at the
request of the nedia to support a specific story.

6. Background briefs are primarily one way presentations of facts and
information to instigate or support a story. They are nornmally reserved
for the highest |evels of command.

7. Response to query is a docunented answer to a specific question or
series of questions.

6003. NAVY/ MARI NE CORPS NEWS

1. For the recruiting service, Navy/Marine Corps News (N MCN) has severa
potential external uses which can benefit the recruiting service. N MN
is a weekly, 30-mnute internal information
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program produced by the Naval Chief of Information (CH NFO at the Nava
Medi a Center, Washington, D.C. The primary goal of the programis to
provide information to Marines, Sailors and their fanilies about Navy and
Marine Corps issues and events. The programis distributed to all ship
and shore commands via the mail and to overseas audi ences via the Armed
Forces Radi o and Tel evision Service (AFRTS) through the Satellite Network
(SATNET). To hel p support external information objectives, the programis
made available to civilian television stations and cabl e conpani es for
airing. To help boost Marine Corps internal interest in the program the
weekly run sheet is distributed by HOMC PA through the weekly Marine Corps
News nessage and e-nmil. MPAs can use these tools to help enhance | oca
nmedi a progranms and | ocal pool prograns.

2. Stories for the show cone froma variety of sources. AFRTS
detachrments worl d-wi de provide finished story packages to the show
producers. Sailors assigned to Fleet Support Detachnents at Norfol k, San
Di ego, Pearl| Harbor, and Yokosuka are tasked with producing stories in
their assigned areas. A staff of 30 Marines and sailors at NMC cover
stories both in Washington and around the world. To assist the specia
needs of Mari ne comands seeking coverage, a Marine officer and two
enlisted Marines are assigned to the program Coverage of stories in
each RS area may be sought by calling the Marine Corps |iaison at the
program Before calling or attenpting to set up story coverage, the MPA
shoul d rely on basic Electronic Newsgathering training to make a deci sion
if the story being pitched has Marine Corps-wide inplication. Questions
shoul d be referred to the Marine Liaison at (202)433-6255.

3. The external availability of the program may enhance nedia rel ations
and PSA coverage in the RS s area. Many snall stations and cabl e
conmpani es seek out quality programming to fill their schedules. Most
Marine Corps products may not be used for conmercial airing due to
copyright protections of the nusic used in their productions; they nay be
of limted interest as well. N M News can fill a void for the stations
with a high-quality 30-m nute packaged weekly program of potentia
interest to a |large segnent of their |ocal audience, delivered in any
format the station requests at no charge; each station’s only

comritnment is to return the tapes using the postage paid sticker enclosed
wi th each program

a. The MPA may use a sanple tape as a sales tool and assist the
station in ordering the program Once the station is added, the nmil out
is automatic until the station elects to discontinue

6-5



6004 SOP FOR MARI NE CORPS RECRUI TI NG COMVAND MARKETI NG AND
PUBLI C AFFAI RS

its use. In addition to the external rel ease val ue, Marine Corps
recruiting PSAs are included in the show s spot rotation and appear
regularly. A list of all stations throughout the country which are
currently receiving the programis distributed to each RS annually. It
may be hel pful for the MPAto pay a courtesy call on these stations to
beconme acquainted with the station.

b. In addition to |ocal stations, the program may al so be of interest
to college and high school closed-circuit television stations. |If there
is no local outlet in the RSs imediate area, the RS may wi sh to be added
to the distribution list for use as an internal information and sal es
t ool

4. The RS pool coordinator and RSS NCO Cs shoul d be advi sed of the
programand its local availability. Internal information to poolees and
their famlies can have a trenendous inpact on |owering pool attrition
rates and may help turn supportive parents into positive proof sources for
recruiters.

a. Using the weekly MC News run sheet and finding out when stations
in the RS area air the program stories of interest, if not the entire
program can be video taped to show poolees and their famlies. The
schedul e of airings of the programin each RS area should be included in
the RS and pool ee newsletters. NCO Cs should be advised to | et pool ees
and their parents know when the programairs to let themsee a little of
the Mari ne Corps before and after shipping.

b. It is inportant that recruiters be aware of any local airing
schedul e for the programwi th the possibility that sonmeone in the | oca
comunity may nmention having seen a piece "on TV last night." Recruiters

shoul d be aware of news events in the Corps in all nedia facets.

6004. MEDI A RELATI ONS

1. Successful nedia relations at the RS are the result of a proactive
media visit program Sem annual nedia visits are recommended to devel op
the rel ati onships which will be key to an MPA's success both with the
media and within their owmn RS. Public affairs success with the nmedia is
illustrated when the MPA is the Marine they call whenever any questions
concerning the Marines arise. Public affairs success within the RS comnes
when the MPA is able to increase the overall public awareness wthin
their recruiting area. Getting Marines in the nedia in a positive way,
obtai ning additional PSA tinme, or securing EAC
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events which bring recruiters in contact with their target narket are
exanpl es of increasing awareness. The MPA's attitude and the

rel ati onships they cultivate with their nedia will drive success or sink
their program

6005. MEDIA VISITS

1. Wiat is the objective of the nedia visit? Each visit has five goals:
a. Make contacts and devel op rel ati onshi ps;
b. Establish or re-affirmnedia requirenents;
c. Cet RS Marines and pool ees in the news;
d. Increase PSA usage;

e. Find out what the station is involved with within the comunity to
see if you can participate.

An MPA may not acconplish all five in a single visit, however, he or she
shoul d be back in six nonths to try again.

2. Marines deploy with the right equipnment to acconplish a mssion. The
sanme truth applies when nmaking nedia visits. MPAs should always take a
good supply of their business cards and the best photographs, articles,
tapes and story ideas about Marines in the RS. They should include the
nost recent PSA in every format avail able and a sanpling of recruiter
support material. |If the news director, editor, public service director
or other contact has been extrenely hel pful, take al ong sonme sort of
award to show the RS s appreciation

3. Appointnents should be confirmed the day before - arrive early.
Whenever possible, try to schedule an appointnment with several contacts
during the same visit at different tinmes. MPAs should introduce

t hensel ves and give a business card if conducting a first time visit,
expl ai ni ng the purpose of the visit and trying to close on each of the
five objectives. Discuss getting the RS Marines and pool ees in the news
with the news director or editor, increasing PSA with the PSA director or
ad markup departnent head, and finding EAC or community rel ations
opportunities with the publicity director or community news/events editor
Di scuss story ideas and provi de good exanples. Ask PSA and ad markup
directors if they’ ve seen the
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| atest Marine PSAs and, if not, ask to show them Discuss the nerits of
Marine PSAs and try to obtain nore air time or print space. Ask what the
station or newspaper is doing over the next six nonths within the
comunity with the publicity director. Ask to tour the station or news
room End the appointnment by setting up a good tine to return in about
six nonths to discuss further possibilities. Leave themwth the
appropriate recruiter support naterial. Appendix J should be used to
prepare for each visit.

6006. PUBLI C AFFAI RS GU DANCE

1. Public Affairs Guidance (PAG is an analysis of a current event or
incident that may draw inquiries fromthe nedia or public to be answered
by your command. PAG offers the facts of the incident or decision, an
anal ysis of public reaction the conmand m ght expect. The gui dance al so
contains the expected nature of the queries with realistic questions and
answers that may be expected.

2. The MCRC PAO district PAGs and MPAs shoul d prepare PAG whenever an
event occurs which could create nedia interest. This mght be in response

to alocal incident. It mght also be in anticipation of |ocal nedia
seeking a local angle to a national story, such as how a new drug policy
will affect local recruiting efforts. Interest of the community m ght be

hei ghtened if a national story about GSA cutting office rental spaces is
rel eased, raising apprehension that |ocal property could be affected.

3. Although it may vary in specifics fromthe exanple at Appendi x K, al
Marine Corps PAG contains the foll owi ng basic el ements.

a. Description of the event or incident. This description or opening
statement expresses why the PAG is being generated. This may be the
description of a particular incident or the fact that a nunber of queries
regarding a simlar topic have been received in close succession. Probing
of reporters by the MPA may result in discovery of a specific agenda in
the cast of nultiple, simlar queries. A local incident involving a
recruiter or RS command group nenber or the RS itself will generally
pronpt local interest. Sudden changes in the RS s status in the conmunity
may generate a need for PAG  Typical "changes" nay include passage of a
law limting recruiter access to lists or high schools, the inplenentation
of a new nationa
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recruiting policy, a recruit training accident in which a | arge nunber of
recruits fromthe | ocal area are involved

b. Analysis. The public affairs office at each command | evel nust
use public affairs experience to give the CG or CO an anal ysis and
judgnment as to what the public’s reaction nay be to the incident or event
whi ch has occurred. Address such things as:

(1) Hostility
(2) Indifference or general interest;

(3) Inmediate news or |ong duration coverage;
Are there follow up events to conme or have recently occurred which could
hei ghten interest in what would have nornally been a little-noted
i ndi vidual event? It is also wise to include expected type of nedia
cover age.

c. Opening Statenment. The PAG should have an opening statenent. A
typical statement will briefly describe the incident or event and its
anticipated inpact. |If an investigation is ongoing, that information
shoul d be conveyed in the statenent. The statenent should be non
editorial.

d. Questions and Answers. To help the Command Group or recruiters be
prepared to respond to possible queries, a list of expected questions and
answers should be prepared by the MPA. It is essential to include
gquestions about all details which can be answered, as well as questions
that cannot be answered in the case of an ongoing investigation. This is
not meant to limt the nmedia or public, but, to prepare the interview
subject. This list can also spur the MPA to conplete additional research
before queries arise, limting the anount of tinme it will take to give the
media or public all of the facts they seek

4. TIMELINESS OF PREPARATI ON

a. PAG preparation should begin as soon as possible after the PA
representative is made aware of an incident. Wen an MPA briefs the
district PAO on an event, the prepared PAGw |l save the MPA and PAO a
great deal of tinme in getting word to the district CO of how well the
incident is being handled and if the PAGis adequate. This will also help
if a determnation is being made if queries regarding an incident will be
forwarded to district or MCRC | evel for response.
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b. In nost instances, however, stories of national interest will be
brought to the RS level by local nedia to have a | ocal angle and inpact
response and PAG shoul d be devel oped as soon as the MPA | earns of the
story or event.

6007. RESPONSE TO QUERY ONLY

1. Wen a negative news story explodes, public affairs nust provide an

i mredi at e means of unified response to various levels within the MCRC.
This is when a Response to Query (RTQ is developed. The RTQw |l be held
and only used as a reference to address nedia queries if they are received
fromthe nedia.

2. The RTQ contains the releasable facts concerning the situation and
command nessages, and will be used as guide in answering queries by the
public affairs representative, CO or CG

3. The RTQ should not be FAXed or released to the nedia, but, should be
used as a tal ki ng paper.

a. Every RTQ contains a list of questions and answers pertaining to
the facts released, simlar to those in Appendix K  RTQ preparers must
put thenselves in the reporters shoes and ask the "hard" questions. There
is nothing worse than a set of QR&As that only answer the "easy" questions.

b. Al questions asked should be answered on the spot if the
information is available. If information requires research, the reporter
shoul d be given a tine when the answer will be provided. Information nay
not be withheld for any reason other than national security or Privacy
Act/ Freedom of Information Act concerns, per reference (i), or, if the
answer woul d conprom se an ongoi ng investigation. Any answers which fal
into those categories should be recorded on a Menorandum for the Record.
Even those questions to which the answers woul d cause enbarrassnent to the
command rust be answered as fully as possible. Full instructions on
di sclosure of information are found in reference (i).
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CHAPTER 7
| NTERNAL | NFORMATI ON

7000. PURPOSE. The purpose of internal information prograns is to advise
the internal audi ence of comrand informati on and hel p mai ntain norale.
This is nost often acconplished through internal newsletters and
publications, prepared follow ng guidelines in references (g) and (h).
While internal publications are intended for a specific audience,
publ i shers should be aware that the nagazines nay, in fact, be viewed by
the public and shoul d exerci se due consideration of the shadow audi ence.

7001. METHODS OF PUBLISHING The RS CO s desires, funding availability
and equi pnent will dictate how many and what types of publication each RS
produces. The m ni mum suggestion at each RS is a poolee publication. If a
second publication for the RS is not possible, MPAs can produce a sinple
newsl etter. Stories of greater depth of the RSs Marines can be forwarded
to the District publication for consideration. References (g) and (h)
speci fy how formal printing outside the RS can be acconplished using RS
funds.

7002. RECRUI TI NG STATI ON NEWSLETTER. Each type of newsletter should be
publ i shed separately to appeal and serve the needs of its unique target
audi ence. "All -purpose” newsletters are not reconmended and rarely will
nmeet the needs of the diverse audiences within a recruiting station. RS
newsl etters or publications are primarily designed to neet the interna

i nformati on needs of recruiters, both single and married, and their
famlies. Suggested topics include:

Wl cone Aboards
Pronot i ons
Awar ds
Recruiter Statistics
Message fromthe CO
Recruiting Goals for the com ng nonth/quarter
Training tip fromthe Rl
Tips fromthe Log Chief
Tips fromthe Adm n Chief
Tip fromthe MPA
ALMAR updat es
Schedul ed ConRel events
Navy/ Mari ne Corps News highlights
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Successful recruiter feature
Key Vol unt eer update
Personal s such as births, marriages, school conpletions

7003. POOLEE NEWSLETTERS. Pool ee Newsletters are m ssion enhancing
publications. Subjects for a poolee letter should be coordinated with the
RS Pool Coordinator and the Sergeant Major. The aim of the pool ee
publication is not informational or internal norale building, but, to keep
pool ees in touch with the RS and assist in their preparation for recruit
training. That type of publication may include:

Comments fromthe Sergeant Maj or

Requi red EST subjects

New j oi ns

Shi ppers

Comments fromrecent graduates home on Boot Canp | eave or Recruiter
stance prograns

Pool function cal endars

Fam |y Ni ght cal endars

Coverage of pool functions and famly nights
I ncentive award prograns and updates

Pool pronotions

Key senior enlistnents/roster

ConRel events schedul e

Navy/ Mari ne Corps News program hi ghlights

Ass

7004. DI STRICT PUBLICATIONS. Districts may publish internal infornmation
magazi nes or newsletters at the discretion of the district comrandi ng
of ficer per the provisions of references (f) and (g).

7005. MCRC PUBLI CATIONS. MCRC (PA) publishes a recruiting service
magazi ne and a nonthly newsletter. In addition, MCRC (PA) regularly
writes and distributes releases of recruiting service-wide interest, to be
used in district and RS publications to assist the internal informtion
objectives of all |evels of MCRC
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CHAPTER 8
COVMUNI TY RELATI ONS

8000. BACKGROUND. Conmmunity relations in the recruiting environnent is
an extrenely useful tool which can help insure the success of the
recruiting mssion. The premises of RS and District |evel ConRel efforts
have little difference than at a base or station. On recruiting duty, the
recruiters are often the local community’s only link with the Marine
Corps; any Marine Corps publicity worldw de, good or bad, will often be
reflected in the treatnment recruiters receive in the towns they are
assigned to work. An effective ConRel programcan also help the recruiter
gai n access to schools, have influential nenbers of the community speaking
highly of the Marine Corps as a positive career consideration for the
area’ s young people and create a nore pleasant community environment for
the recruiters.

8001. SETTING UP THE RECRUI TI NG STATI ON COVMUNI TY RELATI ONS
PROGRAM

1. The MPA nust identify the community relations requirenments related to
m ssi on.

a. Becone famliar with the m ssion and organi zati on of the command.

b. ldentify possible sources of problenms or obstructions to effective
comunity relations. Conmon problem areas may include reckless driving,
| abor relations, disorderly behavior, or seem ng disregard for the health
and wel fare of local citizens. Overlooking these potential areas could
result in unfavorable publicity, possible congressional action, anti-
mlitary denonstrations, and a hostile relationship with the conmunity.

2. The positive community relations of the RS requires the interest and
support of the commandi ng of ficer

a. The MPA should seek to build an early positive relationship with
t he commandi ng of ficer.

b. If the commandi ng officer does not voluntarily reveal his or her
comunity relations plans and outl ook, the MPA should, on initiative,
survey the needs of the command and prepare recomrendati ons for a ConRel
program
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3. The ConRel plan should bear in mnd the needs of the conmand wthin
the community, such as, but not limted to, education, religious
activities, recreation, cultural activities, spousal jobs, etc.

8002. THE COMMUNI TY POANER STRUCTURE

1. The community power structure is usually broken into two groups, those
with formal power and those with informal power.

a. The formal power structure is nade up of el ected or appointed
officials - those who supervise and execute the will of the community
through the official machinery of government. These people are referred
to as Decision Makers.

b. The informal power structure is nade up of two groups of
individuals - the Influentials and the Opinion Leaders.

(1) Influentials give advice to decision makers but make few
actual decisions thenselves. Their power is subtle, but they may be
identified by reputation. Influential |awers, businessnmen and ot her
civic |l eaders would be anong this group

(2) Opinion | eaders are found throughout all |evels of the
comunity and exert |ess influence and power than nmenbers of the other two
groups. Oten they are mnisters, labor officials, organization |eaders,
or others who exert sone influence over others. Opinion | eaders
i nfluence is nost often issue-rel ated.

2. A good nethod to begin identifying the community power structure is
through a nedia content analysis. Select one or two | ong-running issues
within a community. Review all mnedia coverage of those issues focusing on
the individuals involved. As new issues devel op, note the opinion |eaders
who step to the forefront and add themto your list of community | eaders.

8003. COWUNITY OPINION OF THE M LI TARY.

1. It is inperative to determ ne what the comunity knows and thinks
about the Marine Corps, howits information about the Corps is received,
and how public opinion about the command and its personnel is forned.
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2. Although there is no substitute for a professionally constructed and
conducted attitude survey, the follow ng steps may prove useful in getting
the information; plus they’' re cheap

a. Published materials about surveys already conpleted. Many
peri odi cal s, governnent agencies, conpanies, etc., conduct periodic
surveys and the results of those surveys nmay help you

b. Interview the command group and NCO Cs, as well as Marines in
| eadershi p positions who cone in frequent contact, both officially and
unofficially, with key nenbers of the conmunity.

c. Don't forget the grapevine. Attend staff neetings, comunity
forunms, and other sinilar gatherings.

8004. COWUNI TY SURVEY AND ANALYSI S

1. Gather and file basic information about the conmunity into a conmunity
relations file. This should contain as up-to-date info as possible on

a. local channels of comunication

b. organizations (civic, econom c, social, educational
religious, etc.).

c. local custons, traditions and nores.
d. detailed facts about geography, popul ation, denographic makeup
manpower | abor nmarket rating, source of |abor supply, classification of

wor kers, unenpl oynent, skill shortages, wage scal es, etc.

e. industrial capacity including facilities suited or adaptable for
def ense production, vacant factory space.

f. housing and | ocal regulating, nunmber of units, units contenpl ated,
permts issued, adequacy of housing;

g. facilities and services such as utilities, transportation
school s, hospitals, doctors and dentists, formof governnent, cost of
living index, mass nedi a.

h. limt the scope of the survey to that area in which the comand
has a social or econon c inpact.
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2. Once you have gathered your information it is time to make a conmunity
analysis. At first it may seemyou just have a set of cold facts, but a

t horough anal ysis of those facts will conme together |ike pieces in a
jigsaw puzzle to forma conplete picture of your comunity.

3. As you determ ne the significance of the information you have gathered
you will develop nore and nore insight into the true comunity, its needs

and rmutual interests with the Recruiting Station and identifying possible

opportunities for favorabl e ConRel projects.

a. Survey and analysis is a constant effort and is fundanental to
mai ntai ni ng a sound comrunity rel ati ons program

b. The | ocal Chanber of Conmerce can provi de gui dance and assi st ance,
pl us brochures, maps, fact sheets and other useful information

8005. COWMUNI TY ORGANI ZATI ONS

1. The ConRel planner should gather facts about the voluntary
organi zations in the comunity.

2. ldentify their objectives, |eaders, nmenbership, current projects and
areas of mutual interest.

3. These organi zations are a najor outlet for speakers bureau
engagenent s.

8006. CUSTOVS, TRADI TI ONS AND CULTURE

1. You must be aware of |ocal differences before you plan any activity
i nvolving the comunity.

2. Determne the community’s acceptance of newconers.
3. Gather information on |ocal holidays, taboos, peculiarities of |oca
dress, social activity (particularly the various |evels of society), and

interest in education, |ibraries, nuseuns, art and nusic.
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8007. MJTUAL PROBLEMS AND | NTERESTS

1. The textbook Effective Public Relations suggests that before the
comunity (or its |eaders) can be notivated to act, there nmust be an
under st andi ng of nutual interests.

2. Opportunities for nutual interests between a mlitary organization and
its surroundi ng comunity include - conmercial property, support of
religion, full enploynent, adequate schools, |law and order, area growh
and devel opnent, adequate/l ow cost housing and utilities, varied
recreational and cultural opportunities, individual and public welfare,
heal th and sanitation.

8008. PAST AND PRESENT COVREL ACTI VI TIES

1. Most PAGs inherit a ConRel Program

2. The local stereotype of the organization can depend greatly on
previ ous ConRel prograns.

3. It is inportant to deternine the current status of ConRel prograns and
attenpt to evaluate ConRel efforts

4. In addition to the info gathered in the comunity survey, inform
di scussions with | ocal newspersons or chanber of commerce officials can
reveal a great deal about previous prograns and | essons | earned.

8009. PLANNI NG

1. Begin with a draft of the proposed ConRel program

a. Include a tentative schedule of projects and activities.

b. Include contain a statenment of policy and general phil osophy,
usi ng gui delines fromthe comrandi ng of ficer or higher authority.

c. Spell out specific delegations of authority for ConmRel activities.

d. Wth respect to each objective spelled out in the program the
foll owi ng questions shoul d be consi dered:
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(1) Which publics are invol ved?
(2) What guidelines and directives nust be conplied with?

(3) What projects or activities can contribute to the
attai nnent of the goal?

8010. COVMUNI CATI ON

1. There are two el ements of comrunication to an effective ConRe
program - internal and external

2. Internal comunication is inmportant to gain command-w de support for
t he program

3. Following draft, the plan should be fully coordinated within the RS

4. Follow ng review by the executive officer, the conmand group must be
given the opportunity to review the plan to insure their areas within the
pl an are feasible.

5. Only after this review should the plan be presented to the conmandi ng
of ficer.

6. After adoption by the commanding officer, all RS Marines should be
made aware of the plan and its provisions. Provisions should be nade to
i nformthe conmunity about the command’ s mi ssion and achi evenents, its
per sonnel needs, career opportunities, notable achievenents, significant
changes in personnel and safety.

7. The PA staff should be aware of the right channels to comrunicate info
if the community survey and anal ysis were adequat e.

8011. EVALUATI ON

1. The final step of an effective ConRel programis the evaluation of
results and the effectiveness of techniques used:

a. Howdid it go?

b. Wuld it have been better it sonmething el se had been
tried?
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2. Anarrative for the command history about ConmRel activity m ght be
useful .

3. This analysis provides the cormanding officer’s staff the opportunity
to anal yze PA efforts and determ ne | essons |earned for future projects.
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AWARDS PROGRAMS

9000. PURPGCSE. The Marine Corps awards program provi des the Mari ne
Corps the opportunity to gain additional favorable exposure anong schoo
officials, students, and parents in support of the Recruiting Station High
School Program The objective of the high school awards programis to
create opportunities for recruiter entry into | ocal schools to recognize
musi cal, schol astic, and athletic achi evenent through solicitation and
presentation of award certificates. Comunity relations prograns such as
the Eagle Scout and Gold Awards offer Boy and G rl Scout Councils with an
addi tional neans for recognition of those scouts attaining the rank of
Eagl e Scout and 1st Cl ass Scout.

9001. PROGRAM DESCRI PTI ONS

1. The Distinguished Athlete Award Programis designed to recogni ze high
school varsity athletes who display courage, poise, self-confidence, and

| eadership. It is also designed to recogni ze those exenplary young
citizens who are role nodels for other students. Award recipients are not
necessarily the "best" athletes, but may be those who were nost

i nspirational or showed the greatest determ nation

2. The Schol astic Excell ence Anmard Programis designed to recognize

di stingui shed hi gh school students for academn c achi evenent and | eadership
as a high school scholar. Candidates should be exenplary young citizens
and role nodels for other students. Award recipients are not necessarily
the "best"” students, but may be those who are nobst inspirational or showed
the greatest determination in pursuit of their studies.

3. The Senper Fidelis Award for Muisical Excellence supports Marine Corps
recruiting efforts through awareness and hi gh school access provi ded by
formal |y recogni zi ng student nusical achievenent. This programis
sponsored by the United States Marines Youth Foundation, Inc. (USMYF)
with cooridination, distribution, and award presentation provided by the
recruiting service.

4. The Eagl e Scout Recognition Award is presented to all Boy Scouts who
have attained that honored rank. The award is requested by the troop
| eader once the requirenments for the award
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have been attai ned by the Boy Scout who is being honored. The Gold Award
is made to each Grl Scout who attains 1st C ass Scout.

9002. FUNCTI ONAL RESPONSI BI LI TY FOR DI STI NGUI SHED ATHLETE, SCHOLASTI C
EXCELLENCE AND SEMPER FI DELI S AWARDS

1. Marine Corps Recruiting Comand (M

a. MCRC is responsible for ensuring that Distinguished Athlete, and
Schol astic Excellence Award certificates, are updated and in the Marine
Corps supply. Fornms may be ordered by each RS through CMC (AR), 2 Navy
Annex, Washington, D.C. 20380. They are:

Schol asti ¢ Excel |l ence Anard - NAVMC Form 11211
Stock # 0109 LF 065 9100 $2. 25/ pkg. 25 forms/ pkg.

Di stingui shed Athlete Award - NAVMC Form 11214
Stock # 0109 LF 065 9400 $2. 25/ pkg/ 25 forms/ pkg.

Eagl e Scout Certificate - NAVMC Form 11215
Stock # 0109 LF 065 9500 $2. 25/ pkg. 25 forms/ pkg.

Grl Scout Gold Award - NAVMC Form 11333
Stock # 0109 LF 066 7900 $2.00/ pkg. 25 forms/ pkg.

b. Provide each District with tinmely information, resources and
materials to adequately conduct the certificate prograns.

c. Mintain historical usage data on each program and determ ne
i ndi vi dual program benefits to the Marine Corps.

d. Miintain current information and points of contact for the
nati onal coordination of certificate prograns.

e. Annually update and distribute information on the conduct of each
certificate program

f. Forward requests for awards received at MCRC to the appropriate
RS.

2. District Commanding Oficers

a. District Commanding O ficers will ensure that an action officer is
assigned to adm ni ster the RS awards prograns,
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provi di ng rank, name and contact numnber of the coordinator to MCRC (M.

(1) The coordinator will order all necessary certificates in
support of recruiting stations.

(2) District coordinators will ensure that Senper Fidelis Awards
for Musical Excellence forns to support recruiting stations are on hand by
ordering themfromthe United States Marines Youth Foundation, Inc.

b. Forward requests for awards received at the District to the
appropriate RS

3. Recruiting stations (MPA)

a. MPAs are responsible for reproduci ng nom nati ng packages Appendi x
L to high school athletic directors, band directors and gui dance
counselors for recruiter delivery during Initial Visits. During the
spring of each years, MPAs will reproduce nom nation for recruiter
delivery during Initial Visits. During the spring of each years, MPAs
wi Il reproduce nom nation forns for recruiter delivery to each school
Per ref. (b), recruiters are responsible for providing nom nation forns to
their high schools and maki ng presentation of each award.

b. Each RS prints its respective RS address and tel ephone nunber on
their letters for return to the RS when requesting award certificates.

c. MPAs should order award fornms fromthe district action officer to
provi de one Distinguished Athlete and one Schol astic Excell ence Award per
school and one Senper Fi Award per school with a band.

d. Recruiting station MPAs provide the award certificate (with the
student’s nane inserted, if necessary) and the original nomnation formto
the appropriate RSS NCO C for personal presentation by the school’s
recruiter at an appropriate cerenony. MPAs should prepare |ocal award
rel eases Appendix | and distribute themto |ocal news nedia follow ng
awar ds cerenoni es.

9003. FUNCTI ONAL RESPONSI BI LI TY FOR THE EAGLE SCOUT AND GOLD
AVWARDS

1. Distribution of information to the Boy and G rl Scout Councils about
the availability of awards and preparation of
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Eagl e Scout and Gold Award forns are adm nistrative functions of MCRC (M.

2. Each year, an invitation to honor Eagle Scouts and First Class Grl
Scouts with the Marine Corps award certificates will be sent by the
Commandi ng General, MCRC, to the national headquarters of each

organi zation. Each |local scout council should forward requests for
certificates for presentation to RSs, Districts and MCRC (M in witing.
Upon recei pt, the congratul ations, Appendix M and returned to the
requester for presentation at an appropriate cerenony.
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CHAPTER 10
EDUCATOR WORKSHOP

10000. BACKGROUND. The Educator Wrkshop Program was established to
enabl e sel ected educators to gain firsthand know edge of Mari ne Corps
recruit training, job skills and opportunities, and educational benefits
available to Marines. The programis specifically designed to inpress
upon educators the continuing need to recruit highly qualified, notivated
young nen and women. Provisions for Educator W rkshops are listed in
reference (a).

10001. MARINE CORPS RECRUI T DEPOT EASTERN OR WESTERN REG ON

1. The Marine Corps Recruit Depot/Eastern or Western Recruiting Region
will provide the foll owi ng support for each Educat or Wrkshop:

a. Provide a list of graduation dates to each District by 15 June.

b. Once all visit dates have been received fromeach district in the
region, a final list of workshop dates will be conpleted by the Marine
Corps Recruiting Command and forwarded to the regions and districts.

c. Ensure that an itinerary is prepared for each visit.

d. Ensure that all logistical support is in place to support each
visit.

e. Ensure that each visitor receives a Certificate of Conpletion,
Appendi x N, and Letter of Cass Credits, Appendix O prior to departing
recruit depot.

f. Ensure that a wel conme aboard package is prepared for each visitor.

g. Forward District After Action reports to MCRC for action as shown
at Appendi x P.
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10002. DI STRI CT COMVANDI NG CFFI CER.

1. Reference (a) designates the districts as the sponsoring conmand. The
Public Affairs Oficer is the cognizant staff officer assigned to

coordi nate and supervi se the Educator Wrkshop Program The sponsors
duties include:

a. Contact each RS for primary and secondary dates to conduct the
visit and consolidate the requests during July of the preceding fisca
year. Decisions concerning conflicting dates will be coordinated by MCRD
the district and the RS. The final district list will be forwarded to the
respecti ve depot.

b. Submt airlift requests using Appendix Qto ASM 41 via FAX for
each visit at |east 30 days in advance of the scheduled visit. An
i nformati on copy should be forwarded to the RSs on each trip, the depot
and the MCRC.

c. Coordinate the subm ssion of guest rosters with the RS and forward
a copy of each roster to the contracted hotel and depot. The district
shoul d review the rosters and bi ographical sheets to ensure that all guest
criteriais nmet, as established in paragraph 1005, or approved by the
district CO The final guest roster should arrive at depots no later than
48 hours prior to departure. Final adjustnments to the roster can be
formalized on the day of arrival. Attendee and Hotel Rosters are found at
Appendi ces R and S and on the MPA Course disk. Districts are to ensure
that the format for submtting rosters are followed by each RS

d. Mintain close liaison with the RSs to ensure the seats

on the governnment aircraft are filled. |If one RS is having trouble
filling seats, those extra seats should be offered to the RS sharing the
visit.

e. Brief each RS command group on the conduct and inportance of the
Educat or Wbr kshop Program

f. Endorse and forward RS After Action Reports to the depot.

10003. RECRUI TI NG STATI ON COVMANDI NG OFFI CERS. RS CCs are the primary
beneficiaries of the benefits of a successful Educator Wrkshop. This is
the COs tine to bring the primary influencers of young people in the
comunity in direct contact with the Marine Corps for the first time in
their lives. As in all other facets of public affairs, the recruiters and
RS CO are the
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Mari nes whom the public renenbers, blanes and praises in the |oca
comunity and will be renenbered for either a successful or a failed
visit.

1. The RS CO has the primary responsibility to bring the educators and
nmedia in the area to the recruit depots. The RS COs responsibilities in
t he wor kshop i ncl ude:

a. |Issue invitations in the nane of the Commandant of the Marine
Corps to prospective educators using Appendix T, following the criteria in
par agr aph 1005.

(1) Ask for referrals in the event an intended visitor cannot
attend.

(2) Include the Visitor Response Form Appendix U, in the initia
invitation envel ope, as well as a self-addressed envelope. This formis
used by the invitee to accept or decline the RSs invitation

b. As invitation acceptances are received forward a Liability Wi ver
Form Appendi x V, Biographical Questionnaire, Appendix W a Next of Kin
Record, Appendix X, and a Tentative Schedul e, Appendix Y, to each guest,
along with a self-addressed pre-netered envel ope to help insure the return
of all required forns.

c. Wthin three weeks of the visit, a Letter of Instruction, Appendi X
Z, should be sent to the visitors, containing such information as where
the visitors will be staying, where to neet the aircraft or where they
will be picked up. The letter should also remnd the visitors that they
are only allowed 40 pounds for |uggage.

d. Make every attenpt to contact each visitor 24 hours prior to
departure to reconfirm participation and answer any |ast m nute questions.

e. Forward the final guest and hotel rosters to the district public
affairs office at least 72 hours prior to departure. This final guest
l[ist will ensure maxi num use of available aircraft seats.

f. As often as practical, RSs are encouraged to offer pronotiona
itenms to the visitors such as ball caps and water bottles. These itens
shoul d not be given out until the plane lands after the visit, unless both
RSs on the plane are offering
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the sane itens. |If the RSs are bringing different itenms, those itens
shoul d not be given out until the conclusion of the trip.

g. Because the workshops are funded, the RS should nmake every effort
to utilize recruiters for picking up visitors and delivering themto the
poi nt of departure and returning themto their homes upon the trip's
conpl eti on.

h. The RS will ensure that each visitor is provided with a name tag.
If the RS is sharing a visit, coordination between the two RSs will ensure
the visitors have the sane type of nane tag. The visitors will be asked
to wear nane tags throughout the visit.

i. RS personnel should brief all visitors prior to departure.
Visitors should be informed of the simlarities between governnent
aircraft and civilian airlines. Al guests should be wel coned aboard and
any questions they may have answered.

j. The MPA will prepare a flight nmanifest (2 copies) for each pick up
point. Additionally, the MPA will have a conplete Next of Kin Record
usi ng Appendi x X for all visitors and Marines prepared for the aircraft
mani fest. A copy of the fornms should be kept at the RS in the event of an
acci dent .

2. At the conclusion of the visit, the MPAw |l ensure each visitor fills
out the critique sheet at Appendix AA. The MPA will conplete the After
Action Report at Appendix P, using the guest critique sheets as
enclosures. Al AAreports are to the Region CGvia the district PAOw th
a copy directly to MCRC PA

10004. GUEST SELECTION CRITERIA. The Educator Wrkshop programis
designed for influencers who have no Marine Corps background or
experience. Since the Educator Wrkshop is fully funded, it is inperative
that the recruiting station select guests that woul d best benefit the
recruiting mssion. The focus of the programis to educate those in
positions of influence about the opportunities available in the Mrine

Cor ps.

1. Primary guests for consideration on the visit are educators. The
visit experience will enable themto gain firsthand know edge of Marine
Crops recruit training, job skills and opportunities and educati ona
benefits available to today’'s youth. They are the influencers in direct
contact with our target recruiting market who are not forner Marines.
Armong them invite:
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a. high school career counselors
b. high school acadenic counsel ors
c. high school teachers

d. high school principals

e. comunity coll ege educators

f. school board nenbers

2. Secondary guests to be considered are local nedia. It is highly
recommended that the nedia be invited, however, the nunber should be
limted to include only one fromeach nedi um and target narket.

3. A waiver may be requested by the RS CO through the district CO for any
person who is not covered in the categories |isted above. Repeat visitors
must have a CG MCRC waiver to attend. The Educator Wrkshop is not to be
an award for someone who is supportive of the recruiting nmission, i.e. |aw
enf orcenent personnel, business |eaders, etc., nor is it a reunion avenue
for local mlitary support organizations or forner Marines.

10005. SPECIAL REQUESTS. It is the mission of the MCRC PAOto offer each
RS a visit that will not only neet the needs of the RS but will assist
with overall acconplishnent of the recruiting mssion. As part of the
standard package for each visit, an itinerary for both the educators and
the nedi a has been developed. |In order to acconmpbdate each district and
RS, it’s understood that there are times when the schedul e has to be

nodi fied. |If a schedule needs to be changed, the guidelines |isted bel ow
will be followed in order to ensure a snmooth and successful visit.

1. Having local nedia on the Educator Wrkshop, both print and broadcast,
is a great way to tell the Marine Corps story. If a RS wants to request
sonet hing out of the ordinary such as helo flights or hands-on training, a
written request must be subnitted to the MCRD Public Affairs Ofice via
the district headquarters at |east 30 days prior to the scheduled visit;

| ate requests will not be processed. |If a RS thinks they nmay have
nmedi a attendi ng, but have not received confirmation, they should
submt the request. |It’s easier to cancel an event then to create one.
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10006. ESCORTS RESPONSIBILITIES. The responsibility of each visit to
MCRD is diversified. It takes a teameffort from MCRD, the districts and
the recruiting stations to make the Educator Wrkshop Program work

1. The Depots will ensure that there are escorts assigned to each
Educat or Wbrkshop. The followi ng escorts will acconpany each visit:

a. The Region CGwill assign a field grade officer to act as the
command representative for each visit. The command representative is the
senior Marine on the visit and will act on the CGs behalf on matters
pertaining to the visit.

b. The Recruit Training Reginment will assign two drill instructor
escorts for each visit. The DI'’s will stay with the group throughout each
day of the visit and will nake thensel ves avail able to answer questions
concerning recruit training. Each DI will be given an MCRD Bri ef Sheet
fromwhich they can tal k about significant aspects of the recruit depot.
The DI escorts will neet the group on the day they are at Recei ving.

2. The district COwll provide one Marine fromthe district public
affairs office to act as the representative fromthat district. The
district representative will act on behalf of the COon all matters
pertaining to the visit. The district representative will be responsible
for ensuring the accomopdations at the hotel are ready for the visitors,
that all the hotel and MCRD rosters are subnitted and that aircraft
arrival and departure information is available to all concerned parties.
If meals are contracted, district personnel will coordinate.

3. Each RS should provide escorts at the rate of one Marine for every 10
guests. The RS escorts should renenber that being on the visit
constitutes their appointed place of duty. All escorts will remain with
the visitors throughout each day of the visit and make thensel ves

avail abl e to answer questions that may arise during the visit. Al though
it’s encouraged that each escort enjoy the Educator Wrkshop, it is the
responsi bility of each individual to conduct himherself in a professiona
manner at all times.
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10007. UN FORM REQUI REMENTS

1. The district representative and RS escorts are directed to wear the
prescribed uniformof the day for recruiting duty, Blue Dress C or D, and
adhere to the seasonal guidelines as set by MCRD. The uniformw |l be
worn at all tinmes while in an official capacity with the Educator Wrkshop

group.
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CHAPTER 11
LUNCHEON AND MEETI NG PROGRAMS

11000. PURPCSE. Recruiting presents nany challenges to a recruiter and
the command group in reaching out to the influential nenbers of the
comunity as well as those individuals who are influential in the |lives of
young nen and wonmen who mght be recruited. There are tinmes when the
Commandi ng OFficer seeks a venue to neet with those influencers in a group
setting. Additionally, the Commandant of the Marine Corps has determ ned
it isvital to keep our Marine Corps famly up to date on the Marine Corps
and assure themof their inportance to our Corps. Different prograns have
been designed to acconplish these goals at the Recruiting Station and
District levels w thout disrupting operational funds.

11001. CENTER OF I NFLUENCE (CO) FUNCTIONS. Reference (j) outlines the
CA programand lists specific perm ssions and prohibitions on use of CO
funds. An MPAs imagi nation can provide ideas for acceptable uses of this
opportunity. For instance:

a. Screening of new advertising spots and to introduce new camnpai gns
to public service directors provide CO event opportunities.

b. Information nmeeting with area high school band directors. An
i nformati onal |uncheon with handouts in conjunction with a visit froma
Marine standard band can help spur interest in band directors pointing
their students toward the Marine Corps as a career path for nusicians.
Additionally, these events have been hel pful in giving directors specifics
of the MEOP requirements and rnusical training requirenents we have for
their students.

11002. RETIRED MARI NE LUNCHEON PROGRAM Reference (k) fully discusses

t he background of the program These are considered Internal Information
events, designed to keep retired Marines infornmed about their Corps. A
successful luncheon offers NCO Cs the opportunity to neet potenti al
influential contacts in their areas one-on-one. The luncheons will may
also renew interest in current Marine Corps affairs in the retirees,
encouragi ng themto becone involved in assisting local recruiting efforts.
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a. The majority of Retired Marine Luncheons are hosted by Marine
Corps commands using installation facilities. Recruiting District
Commandi ng OFficers are al so designated as sponsors in the enclosure; this
detail will often be delegated to the RSs through the district. In areas
where the RS is located in the sane city as the district headquarters, the
district headquarters staff is expected to conduct the | uncheon program
It falls to the RSs in nore renpte areas to conduct |uncheons on at |east
an annual basis.

b. Retired Marines in the local RS area should be contacted using the
list provided by HOMC, via the district; the district should break the
list down by zip code responsibility for forwardi ng nanes and addresses
accurately to the RSs.

(1) Two nonths before the luncheon, a site should be sel ected
and a speaker invited. The site should be centrally |ocated within the RS
area. In settling upon a nenu with the site, it should be consi dered that
retirees have varying financial neans; the nmeal should be pl easant and
properly served w thout being cost prohibitive. Wth many people on
restricted diets, it is advisable to offer a choice of entree in setting
up the neal. |If possible, a site should be willing to accept
personal checks fromthe attendees or cash the day of the | uncheon

(a) I'n naking the neal arrangenents, the RS nay not be
obligated to cover "m ni num neal s" or any other costs.

(2) The site should have the capability of hosting a varying

size group. |If retired |Iuncheons have been held regularly in an RS area,
there may not be a regular, large turnout unless there is a high-ranking
Marine Corps speaker. |If there has not been a luncheon in sone tine,

however, the first-tinme turnout could be quite large. Be certain of the
si ze of avail able dining roons, snoking availability sonmewhere near the
dining room etc., before selecting a site.

(a) Note in reference (k) that mlitary facilities may be
used for the luncheon. VWhile this nmay keep the cost |ower for attendees,
nei ther cost of the meal or convenience for the RS are determ ning factors
in where to hold the gathering.

(3) In selecting a speaker, it should be renenbered that the
I uncheon is designed to informthe retired comunity about changes and the
state of the Corps today. Responsibility
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for paynment of the speaker’s neal, TAD, travel, etc. falls upon the RS

It may be that the best choice of speaker is the RS CO a senior SNCO
recruiter fresh froma tour in the Fleet who was involved in technol ogy or
doctrine devel opnent, or a local senior Reserve officer who has recently
conpl eted annual training or returned froma General Oficer’s Synposium

(4) Invitations should be nailed 30 days before the event. A
properly worded letter should explain the | uncheon, who the guest speaker
will be and the menu choices. GQuests should be required to RSVP and
i nclude a check, nade out to the dining facility, to guarantee their
reservation. Wrding on refunds is dependent upon the terns of the RS
agreenent with the site; sonme sites require a final nunber of neals to be
prepared 72 hours in advance, others will wait until 24 hours before
hand. Cuests should note that no refunds will be available after the
mnimmtime given by the restaurant. Since the invitations are being
extended to retirees who are not always local to the area, it is a good
idea to include a map to the luncheon site featuring all major roadways in
and out of the area. Note parking and public transportation availability.

(a) In quoting a price per neal in the invitation, be
certain to include not only the neal cost, but, any taxes or gratuities
which will be added to the bill. The site should provide you with a
conpl ete price per neal.

(b) The CO should direct how funds are to be handled if
the site will not accept guest’s personal checks or credit cards on an
i ndi vi dual basis. Sone commands have resorted to opening special one-use
checki ng accounts for this purpose.

(5) As the responses arrive at the RS, they should be tracked
in the sanme way as Educator Workshop invitations. Provide updated |ists
of attendees and meal choices to the site as often as they request them
In giving a final nmeal count to the site the day or two before the event,
be as concise, including retirees and Marines, as possible. Mst sites

will include a factor of their own in preparing extra neals for | ast
m nute guests. As with the educator workshop, the RS coordinator should
hol d the guest’s checks until actually paying for the nmeal. Up to the

cutoff tine with the site, any guest who wites or calls to cancel should
get his or her check returned, uncashed, by return nail

c. The enclosure specifies that comrercial first-class postage
may be used to nail the invitations.
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d. The attendees at retired Marine functions often enjoy contact
with active duty Marines and the recruiters may find this type of
gathering a good place for making contacts. The decision to allow or
direct active duty Marines to attend this event is at the discretion of
the CO the cost of the neal at these luncheons is not considered a
rei mbur sabl e expense through Recruiter Qut of Pocket Expense (ROPE) funds.
The CO may direct reinbursenent to any nenber of the command, including
Marines on boot canp | eave or recruiter assistance prograns, not receiving
COVRATS, who is directed to work and assist at the |uncheon.
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CHAPTER 12

RECRUI TER SUPPORT MATERI AL

12000. RECRUI TER SUPPORT NMATERI AL SYSTEM

1. The distribution of RSMis custom zed to neet each RSS s needs. There
are three basic elenments to the system

a. The Recruiter Support Materials GQuide. An annual binder,
reference (1), is produced by MCRC (Code M each year. It contains a full
description, including photo, and suggested usage for each piece of RSM
avail abl e for order that year.

b. The Recruiter Support Material Order Form The order form at
Appendi x BB is contained in the RSM Guide. The form should be reproduced
at the RS as worksheets for the orders for each RSS NCO C with the
assi stance of the MPA. MCRC (Code M allocates a Total Force Fair Share
of the annual RSM budget to each District who, in turn, allocates the fair
share to the RSs and OSCs for |ocal ordering.

c. The Print Distribution Schedule. The schedule is distributed to
each RS when the national print order is conpleted; MPAs should provide a
copy to their OSO. The schedul e breaks down the nonths each piece of RSM
is to be shipped fromthe distribution center to the field.

12001. THE ORDERI NG PROCESS

1. During the 4th quarter of each fiscal year, each District will receive
a "budget" for ordering the coning year’s RSM Districts may keep a snmall
anount for use in purchasing itens for the use of the headquarters. The
bul k of the budget is allocated based upon Total Force Fair Share
divisions to each RS and a set anount per OSO.

2. At the RS level the MPA, in turn, breaks down the RS enlisted budget
based on TFFS to each RSS; the OSO portion is predeternmned at District.

A percentage of the funds may be used for ordering a snall anmount of itens
for use by the Cormand G oup before the division takes pl ace.

3. The MPA should brief the RS XO and all NCO Cs about the com ng order
and set atinme to neet with each NCO C to conplete
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the local RSS order. The OSO Assistant should conplete that order with
the MPA as wel |

a. Wien ordering materials for the year, the MPA should work with the
NCO C to ensure sufficient quantities of materials are ordered to cover
special events in the area, booths at career fairs and sinmlar things on
t he pl anni ng cal endar.

b. Oder to support the mssionl Wth Life in the Marine Corps
designed for new working applicants, for instance, the order rate for the
book shoul d probably be no nore than one per anticipated NVA. NCO Cs and
MPAs need to think carefully when devel oping quantities in terms of
avai |l abl e budget.

c. Thi s budget is not actual funds being given to the District or
RS, but, is the allocated portion of a national budget. No funds can be
transferred and the noney nmay not be added to the RS budget for use on
ot her things such as advertising, vehicles, educator’s workshop expenses,
etc.

4. After all NCO Cs have conpleted their order and the RS in-house order
is conpleted, the MPA conpiles one single RS order and one OSO order for
forwarding to MCRC (Code M, via the district RAQ

12002. THE DI STRI BUTI ON PROCESS

1. Most itens are distributed sem-annually with half of the tota
quantity ordered distributed per shipnent.

a. Time sensitive itens like pay scale folders, desk-top cal endars
and book covers are shipped annually in one increnent; the cal endars and
book covers are shipped to insure they can be distributed at the begi nning
of the school year.

b. Itens ordered in small quantities are usually shipped in one
shipment. A snall quantity is defined as 1000 or fewer folders, 500 or
f ewer books and posters.

12003. HANDLI NG RECRU TER SUPPORT NATERI AL

1. Al materials ordered will be sent directly to the RS; OSCs may have
their material sent directly to the OGSO if they are not colocated with the
RS.

12-4



SOP FOR MARI NE CORPS RECRUI TI NG COMVAND MARKETI NG AND 12005
PUBLI C AFFAI RS

2. MPAs should have a clean secure area in the RS for proper storage of
materials until they are distributed to the recruiters. Likew se, each
RSS and PCS shoul d have a designated area where naterials nay be stored
wi t hout damage. Posters should be left flat in their boxes until use,
folders in their shrink wap until put in racks or handed out.

a. Understanding that many recruiting offices don’'t have adequate
space for storage, the MPA should be able to find a way to store sonme of
the supply at the RS

b. 1In addition to providing storage assistance, splitting the sem -
annual shipnents in half, to quarterly increnments, can assist the NCOC in
creating an even flow of materials to the recruiters. This can help
prevent "burning" or using an entire six nonths supply of material in the
first nmonth of its receipt. Discuss each option with each NCOC to
deterni ne what type of support is desired.

12004. THE PRI NT ALERT. While every effort is nade to have distribution
follow the Distribution Schedule, many factors can upset the process. To
keep everyone inforned of changes in distribution dates, along with new
items or other itens of interest, a Print Alert is sent to RACs on an as-
needed basis; these should be shared with the MPAs and OSGCs.

12005. QUALITY CONTROL

1. Quality control is an essential factor in any program but especially
in Recruiter Support Material since the product is ordered at MCRC for
recei pt at various district and RS offices; MCRC doesn’t see the finished
result of the work.

2. Quality control of RSMis a two-staged review. One stage is of the
final printed product fromthe printer itself. The second stage is the
quality and tineliness of the packaging and distribution of the product
fromthe Distribution Center at Mechani csburg, Pa., to the field.

a. Most printing problens will be detected at MCRC when the proof
copies are received. |If those problenms will cause a delay in shipping to
the field, a Print Alert will be issued.

b. Shipping control problens can usually only be detected by the MPA
and OSO. These include, but are not limted to, the follow ng:
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(1) Itens shipped late (other than those already noted in a Print
Alert)

(2) Incorrect quantities shipped (nore or |ess, other than those
changes noted in a Print Alert)

(3) Damaged packagi ng which affects the quality of the printed
material (i.e. shrink wap broken by the shipper on posters, causing them
to be loose in the box and becone dirty, have torn edges, etc.; itens
damaged by the shipper openi ng packages incorrectly, slicing through
posters, etc.)

3. Quality variances should be reported to MCRC (Code M as soon as the
product is received and inspected. Conplete a Quality Control Form as
shown at Appendix CC and forward it to the print/audiovisual manager at
MCRC (Code M via e-mail

12006. USE COF TIMELY RSM

1. The return of Business Reply Cards (BRCs) on RSMis one way Priority
Prospect Cards (PPC s) are generated for recruiters. To help nmaintain a
successful PPC program NCO Cs should be reninded that the RSMthey have
on di splay and avail abl e should be the nbst current pieces of RSM for
three inmportant reasons:

a. Oder material may give prospects outdated information such as old
G1l. Bill amounts, discontinued guaranteed prograns, etc.

b. The old fulfillnment center address in Los Angel es, which appears
on nmany pieces of printed material, is no | onger good and | eads coul d be
del ayed in reaching the RS for many nonths.

c. On very old pieces, the source code fromthe BRC will be dropped
and the PPC source code will read "unknown."

2.  MPAS shoul d suggest to the NCO Cs that each recruiter maintain a file
in his or her desk containing a sanple of each piece of RSM which has a
business reply card; this will be a quick reference for recruiters making
PPC call s when that RSM pi ece’s source code appears.

3. MPAs shoul d encourage recruiter’s to read the "howtos" in the RSM
gui de; hel ps save waste and using the wong piece for the wong person
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CHAPTER 13
LEAD GENERATI ON
13000. FOCUS. One primary focus of marketing and public affairs efforts
t hroughout recruiting command is to put qualified |eads in the hands of

recruiters.

13001. MEANS AND METHODS. Leads are provided to recruiters through only
one nmethod - when a prospect responds to sone sort of Marine Corps

recruitnment advertising effort. This may be through filling out the
Busi ness Reply Card (BRC) such as on a piece of Recruiter Support Mteria
(RSM, calling 1-800-MARINES, or responding to direct mail. This is

translated into a priority prospect card for a recruiter.

13002. THE PRIORITY PROSPECT CARD

1. The tangible result of |ead generating efforts is the priority
prospect card like the exanple at Appendi x (x).

2. In FY97, the PPC had a 40 to 1 lead-to-contract ratio annually and
contributes 15%to 20% of m ssion attainnent.

3. In providing | eads, by tracking PPC source codes, MPAs and NCO Cs can
track the results of |lead generating efforts. The PPC programis not a
MPA program at the RS. While advertising efforts nay generate the PPC,
once the PPCis received at the RS, it becones part of the NCOC s and
recruiter’s working card file and is a recruiting operations tool

13003. LEADS AND PROSPECTS

1. A prospect is a person who appears age and education qualified for
enlistrment. Any 17-24 year old, high school senior or above, is
consi dered a prospect.

2. Alead is a prospect that is identified by nane, address and/or
t el ephone nunber - contact information - to a recruiter

3. Awpriority lead is a lead that has shown an interest in enlistnment.
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13004. LEAD GENERATI NG SOURCES. Include the national direct mai

program the 1-800- MARI NES nunber, the com ng of age program joint

recrui tment advertising program (JRAP) efforts, enhanced area canvassing
(special events), recruiter support materials, the internet, national and
district nagazine ads, and other national, district and |ocal efforts.

13005. NATIONAL DI RECT MAI L PROGRAM

1. The national direct mail programis the | eading source of |eads for
recruiters. In FY97, direct mail generated over 155,000 |eads and 175, 000
in FY96. It is inportant to note that the success of a direct nailing is
nmeasured not only by | eads generated, but by the contracts actually
credited to that effort.
2. A series of mailings target prospects throughout the year

a. 1 mailing at the end of a prospect’s junior year

b. 3 mailings to current seniors

c. 1 mailing to recent high school graduates

d. 1 mailing to workforce (19-21 year ol ds)

e. 2 milings to previous respondents who did not contract

3. Direct mail consists of the outside envelope, a letter to the
recipient, a fulfillment offer, a response card and a pass-al ong card.

4. An annual nailing schedule |ike Appendix CC and sanpl es of the current
direct nmail piece are sent to RSs for each recruiter

a. MPAs should ensure that the sanples are distributed to each
recruiter and that they are aware of when the nailing will occur.

b. As PPCs conme in fromthe responses to these nmilings, recruiters
can refer to the mail sanples for information that m ght have triggered
t he response.
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13006. MAILING LI STS

1. JRAP is the primary source for MCRC lists for the direct mail Program
JRAP provi des nanes fromthree main sources, including:

a. National ASVAB lists fromU. S. Mlitary Entrance Processing
Comand ( MEPCOM)

b. State DW lists (35 states)

c. Anerican Student Lists (ASL). ASL is the only national conpiler
of high school Ilists.

2. ASVAB lists cone fromMIlitary Entrance Test (MET) sites when the
ASVAB is given. MET sites include those schools where the ASVAB is given
to the student body, as well as renpte |ocations where the ASVAB is
advertised and schedul ed throughout the year

3. It is extrenmely unlikely that any RS purchase wi Il provide enough new
nanmes to warrant the cost. List vendors calling on RSs are generally
offering the same lists for sale which are already purchased by JRAP. If

a list is considered worthwhile, MCRC will consider buying the list for
the RS or district. All requests for |list purchase should be addressed to
the Direct Mail Chief.

13007. RECRUI TER SUPPLI ED NAMES

1. Recruiter Supplied Names (RSNs) is a programunique to the Marine
Corps. More than 400,000 nanes per year are submitted directly from
recruiters to the Direct Mail Program

2. Unlike the lists recruiters nust submt to the RS for the requirenents
of the High School Programas outlined in Volune 11, lists for RSN

submi ssion may be submitted directly to MCRC in the same formas the
recruiter gets them providing they neet the requirenents for subm ssion
at Appendi x DD. These subm ssions may include photocopi es of computer
printed high school lists, school directories, and the like so long as the
nanmes and addresses are | egible.

3. RSNs nust be submtted by the NCOC to the MPA, who nust conplete a
serialized RSN Subm ssion Checklist and attach it to the |ist.
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4. MPAs shoul d provide annual mailing deadline lists to each NCOC as a
rem nder to encourage list submi ssion as early as possible. Holding lists
for any reason from RSN subm ssion will result in mssed direct nai
program opportunities and possible | ost contracts.

5. Do not submit mailing file sheets, ASVAB lists, or |lists previously
submitted to MCRC. Mailing file sheets are provided from JRAP |i st
attainment for recruiter use and the nanes are already in the system

13008. USMC MAI LI NG FI LE SHEETS

1. Miiling File Sheets are forwarded to RSs as prospecting tools for
recruiters. The nanes are nerged/ purged fromnaster lists to identify
fromwhich mailing the |list was generated.

2. The lists are sent to RSs imediately after the mailing is conpl eted
and sorted by zip code when they are sent to the RS, hence their nicknane
with recruiters as "zip lists."” Each RSS must break them down for
recruiters.

3. Zip lists should not be resubmtted to MCRC as RSNs.

13009. COM NG OF AGE PROGRAM

1. The Coming of Age Programis the second | eading source of contracts of
all PPC | ead sources with the highest |ead-to-contract ratio.

2. The Comi ng of Age Program keeps the Marine Corps in contact with 14,
15, and 16 year ol ds who express an interest in beconing a Marine. Wen a
COA prospect sends in a BRC, pass-along card, calls 1-800- MARI NES

responds on the Wbsite or nakes other contact with us, the fulfill nent
center sends out a fulfillnent package. The respondent is told that to he
or she nust be 17 and a high school graduate. Additionally, they are
encouraged to stay in shape, stay in school and stay off drugs.

3. Onthe lead’s 14, 15th and 16th birthdays, a letter and ful fill nent
itemis sent to the lead by the fulfillnment center. The 16 year old
fulfillment package al so contains a fitness chart.
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4., On the lead's 17th birthday, a "congratul ations, you're old enough to
enter" letter is sent to the lead and a PPC with the "Com ng of Age"
source code is sent to the recruiter. This programis often m sunderstood
and not used heavily in local efforts. The fact that these prospects have
been "worked" by the Marine Corps for up to three years should be

enphasi zed to the recruiters.

13010. JO NT RECRU TMENT ADVERTI SI NG PROGRAM

1. The Joint Recruitnent Advertising Program (JRAP) was established in
1978 to economize on recruiting outlays. |Its purpose is to reduce
wast eful duplicate services efforts

2. In addition to purchasing nailing lists for the services, JRAP
conducts a one-time mailing to selective service registrants. 1In the
mai | i ng piece, the registrant receives a "bingo card" to indicate interest
in each service. Each service the registrant checks off on the card
receives a |l ead from JRAP

a. Bingo cards are cards placed in nailers or publications where a
nunber of advertisers appear. The respondents use one card listing al
advertisers and check off the advertisers they wish to hear from

b. The 1-800 number on DOD ads |leads to the JRAP fulfillnment center
The JRAP center forwards the | eads to each service in which the respondent
i ndicates an interest.

3. JRAP produces the Futures nmgazine as well as maintaining two | ead
generating websites, nyfutures.comand mlitarycareers.com

13011. 1-800- MARI NES

1. The generic Marine tel ephone nunber can be used in all efforts. It is
nmore nenorabl e than a | ocal nunber and response to it will generate a PPC
to the recruiter. This nunber may be inserted in any effort, including
the local recruiter production package-conpl eted spots.

2. Although the 1-800 number does not generate a | arge nunber of |eads
relative to other lead generating sources, it is considered to be a source
of nore enthusiastic prospects.
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3. This nunber will not always be popular with recruiters who want their

| ocal office nunber on ads in their own areas. Sell the recruiters on the
poi nts of | ow return and guaranteed PPC generation to all respondents,

i ncl udi ng com ng of age.

13012. ENHANCED AREA CANVASSI NG ( SPECI AL _EVENTS)

1. Special events put prospects face-to-face with recruiters in a | ow
pressure, positive environment. The top priority at these events is to
carry out an effective way of generating | eads and priority |leads for
recruiters. Because of the comi ng of age program 13, 15 and 16 year ol ds
shoul dn’t be ignored at these events.

2. \Wen deciding how to take part in upconm ng events, consider all EAC
nmet hods such as chin-up chall enges, think fast ganmes, or other creative
appr oaches.

3. A key to success is using already established events; don't try to
create your own from scratch

4. In recording leads fromspecial events, be certain recruiters use
speci al events cards. Don’t use take-ones from RSM the take-one has its
own PPC source code and you will not be able to accurately track the

ef fectiveness of your EAC efforts.

13013. RECRUI TER SUPPORT NMATERI AL

1. Recruiter Support Mterial (RSM provides recruiters with attractive,
colorful, informative brochures to give to prospects and leads. In
addition to giving recruiters sonething to | eave for pick-up at renote

| ocations, nbst RSMs have a Business Reply Card (BRC) for a prospect to
mail in for additional information

2. Each BRC mailed fromRSMresults in a PPCto a recruiter with a PPC
source code of the folder or booklet fromwhich the BRC was taken

3. RSM BRCs create a | arge nunber of com ng of age | eads.
4. Effective nanagenent of RSM purchase, recruiter distribution and
pl acenent are duties of the MPA and NCO C worki ng together that can pay

tremendous dividends to | ead generation efforts.
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13014. THE | NTERNET

1. The easy accessibility of the internet has opened new possibilities in
recruiting. Is this formof comunication there for the long haul ? Right
now, this is a ngjor novelty with users that may have long term

si gni ficance.

2. Because the internet is global in access, it nust be carefully used in
order mnimze foreign prospects. No MCRC policy exists on internet use
at this time as usage growmh is nonitored

3. Currently, there is a MCRC link fromthe Mrine Corps Honmepage and an
i nteractive MCRC website "ww. Mari nes.com”

4. The Honepage, Wbsite, Marine Mail and MARFORRES websites all generate
responses which are fed directly to either the MCRC public affairs chief
or direct mail chief; they are answered or forwarded to the Ful fill nent
Center. Al letters other than | eads are forwarded or answered as
appropriate. \Wenever possible, with adequate information or the
appearance of the mail being froma lead, the PA Chief forwards the | ead
directly to the RS MPA for direct pass-on to recruiters.

13015. NATIONAL AND DI STRI CT MAGAZI NE ADS

1. Magazine ads are costly and nust be highly targeted. Careers and
col | ege magazi nes are generally considered to be nost effective in | ead
generation activities.

2. \Wen purchasing ads, care nust be given in determ ning how responses
will be gathered. Activity over the past five years shows that bingo
cards are the nost effective, followed by BRCs. Nornmally, nagazi ne ads
produce very few phone calls or OT responses.

3. \Wen national ads are purchased, district and |local insert cards may
be placed in the nagazi nes.

13016. OTHER NATIONAL, DI STRICT AND RS EFFORTS

1. Billboards and theater buys are good local ad efforts. Billboards nay
often be posted as PSA, sonetines requiring local RS ad funds paynent of
hang fees. The 1-800- MARI NES nunber shoul d be used, even for |ocal ads.

It is easily identifiable to the public and will generate a PPC for the

| ocal recruiter.
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2. High school yearbooks and newspapers. Recruiters may often feel these
ads produce good local results. Any ad that is stacked in the back of a
publication is nostly patronage or support for the organization and very
little advertising benefit can be felt.

3. Radio spot pronotions and renptes are usually effective |local vehicles
for generating |eads.

13017. ALTERI NG RSM TO | NCLUDE LOCAL ADDRESSES

1. There are, occasionally, BRCs comng into the fulfillment center that
have a RSS address | abel pasted over the fulfillnent center address. This
has happened for years on an occasional basis, but, should not happen at
all for the follow ng reasons

a. It'sillegal. By postal regulations, the postage pernit that is
printed (franked) on MCRC BRCs is only usable by the address printed on
the card. Altering the address constitutes illegal use of a business

reply envel ope.

b. Because it is illegal, local post offices often throw these away
because 1) the cards have obviously been tanpered with and 2) there is no
permt on file with the |local post office. Each postmaster has a |ist of
| egal permt addresses within the post office range for receipts for
billing purposes. Since they end up in the trash, a potential lead is
| ost.

c. Also, the prospect nmailing the card will not receive the standard
fulfillment package - the Marine Corps literature "Precious Metal"” and a
personal i zed | etter expressing our interest in the prospect.

13018. FULFI LLMENT OPERATI ONS

1. Responses to | ead generating sources are processed by a subcontractor
of the Marine Corps Recruiting Cormand, referred to as the "fulfill nent
center."

2. Wthin 24 hours of receiving a response froma | ead generating source,
the fulfillment center generates a PPC, adds the relevant data to the
Qui ck Leads database for download, and mails a fulfillment package to each
responder.
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3. If the responder is between the ages of 13 and 16, the fulfill nent
center naintains their information on a database and sends out the
appropriate Com ng of Age fulfillnment package.

4. |If the responder is neither age and education qualified nor eligible
for the Com ng of Age program the responder is sent a letter thanking
himher for their interest in the Marine Corps and a brief explanation of
why he/she is not qualified for enlistnent.

5. The fulfillment center also perforns the follow ng additiona
functions:

a. Provides professional operators to continuously nonitor/answer the
1- 800- MARI NES nunber and capture appropriate |lead informtion.

b. Processes all reports and distribute themto the appropriate
recruiting stations.

c. Mintains the responder file and mails to those who fail to
contract within a given period of tinme (i.e. "Bounceback"” or Respondents
Mai | i ng) .

13019. GETTING THE LEADS AS QUICKLY AS PGSSI BLE

1. The quick | eads system has been introduced to electronically pass |ead
information to recruiters as quickly as it is available fromthe
fulfillment center. As the PPC is being generated, RSs may now directly
access the fulfillnment center to get that information before the PPC
arrives in the mail. Leads are entered into the fulfillnment system and
available to recruiters within 24 hours of receipt by the fulfillnent
center.

2. The quick | eads systemrequires only a nodem and conmercially
purchased software that is conpatible with existing Marine Corps-approved
sof t war e.

3. The steps to quick | eads are sinple to operate.

a. Each RS has been assigned a unique |log-in nanme and password to the
system

b. The RS dials into the fulfillment center using the nodem and RCOwW
2 software.
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c. The systemretrieves all of that RS s | eads processed within the
past 24 hours and provides all of the information that will appear on the
PPC.

d. The system conplinments, does not replace, the PPC system

13020. OFFI CER SELECTI ON OFFI CER LEAD DI STRI BUTI ON

1. Prospects who respond to an officer |ead generating source (i.e. the
internet, air folders, "As An Oficer O Marines" book, OSO self-nmailers,
etc.) will receive a fulfillnent package that includes a personalized
letter and the literature booklet, "Few Have the Metal." The personalized
letter includes the address and nunber of the nearest O ficer Selection
Ofice.

2. The lead information is forwarded twi ce per nonth to the Assistant

O ficer Procuremmt (AOP) officer at the District in the formof the

Bi monthly OSO Report. The AOP then forwards the lead information to the
appropriate Oficer Selection Oficer

13021. EVALUATI NG SUCCESS

1. The success of any programis the nunber of contracts for enlistnment
that are obtained fromleads generated by that program

2. Match reports are drawn up matching nanes of enlistees with lists of
| ead generating activities on which the enlistee appears. Due to the
variety of |ead generating activity taking place, dual sources of the
contract nmay be entered in the Automated Recruit Managenent System (ARVB)
in giving contract credit to recruiters, i.e. a recruiter mght have a
recruiter prospect card generated on an individual for whomthe recruiter
| ater receives a PPC. Both the recruiter activity and PPC will be
recorded as source codes for the |ead.

3. The efforts report matches only nanes and sources of |eads in Marine
Corps advertising activity records. Efforts reports are published at the
national, district and RS |level, reflecting contracts fromefforts
generated at each of those |evels.

a. National Efforts Report. This reports national total response,
qualified response (PPCs) and contracts by source for national efforts,
current nonth, FY to date, rolling 12 nonths and frominception to date.
Distribution: MCRC, contract
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advertising agency headquarters and contract advertising agency direct
mai |l |iaison.

b. National Efforts Report by district. Reports district tota
response, qualified response (PPCs) and contracts for national efforts,
for current nonth, FY to date, rolling 12 nonths and frominception to
date. Distribution: MCRC, contract advertising agency headquarters,
contract advertising agency direct mail liaison, district advertising
agency representatives, each district RAO

c. National Efforts Report by RS. Reports RS total response,
qualified response (PPCs) and contracts for national efforts for current
month, FY to date, rolling 12 nonths and frominception to date.
Distribution: MCRC, contract advertising agency headquarters, district
advertising agency representatives, each district RAO each RS CO

d. District Efforts Report. Provides sane breakout as described in
National Efforts Report, but for efforts originated within the district.
Distribution: MCRC, contract advertising agency headquarters, contract
advertising agency direct nmail liaison, district advertising agency
representatives, each district RAO

4. Contact Reports can be used to evaluate adm nistration of the PPC
program They report the total nunber of |eads sent for the nation, each
district and each RS for the nonth and both current and previous fisca
year to date and rolling 12 nonth periods. These figures are conpared to
the total nunber of PPC Contact Reports returned to the fulfillnment center
for the sane periods. Returned contacts are characterized as

" Good/ Wor kabl e, " "Good/ Not Workable,” "Not Good" or "Coning of Age."
Distribution: MCRC, contract advertising agency headquarters, contract
advertising agency direct nmail liaison, district advertising agency
representatives, each district RAO and each RS CO

a. ©ood Lead - Nane, address and phone as provided are good,
recruiter is able to contact the lead with the infornmation provided.

b. Not Good - Nane, address or phone of prospect is incorrect,
recruiter is unable to contact the lead with the information provided on
t he PPC.

c. Wrkable - Information is good and the prospect is within
recrui tnment age and neets education requirenents.
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d. Not Workable - Information is good but the prospect is too old for
enlistrment or not education qualified. **Note physical DDQis not a
factor in the screening of not workabl e | eads.

e. Comng of Age - Prospect is between 14 and 17 years of age. Prospects
younger than 14 are considered too young and not workabl e.

5. The Contact Ranking Report ranks RSs and districts by percentage of
contact reports returned for the nonth, fiscal year to date and rolling 12
month periods. Distribution: MCRC, contract advertising agency
headquarters, contract advertising agency direct mail |iaison, district
advertising agency representatives, each district RAO and each RS CO

6. The Contact Report can be used to evaluate recruiter effectiveness at
wor ki ng the PPC program It conpares the nunbers of enlistees which match
back to PPC contact information previously provided to the total nunber of
enlistments attained for the nation, each District and each RS for the
month and current and previous fiscal year to date and rolling 12 nonth
periods. Additionally, it reports the nunber of PPCs per enlistnment and
the nunbers and percentages of contracts matched to PPCs reported as

" CGood/ Wor kabl e, " "Good/ Not Workabl e" and not returned. Distribution

MCRC, contract advertising agency headquarters, contract advertising
agency direct mail liaison, district advertising agency representatives,
each district RAO and each RS CO

7. The Contract Ranking Report ranks RSs and Districts by percentage of
PPCs who enlisted for the nonth, fiscal year to date and rolling 12 nonth
periods. Distribution: MCRC, contract advertising agency headquarters,
district advertising agency representatives, each district RAO each RS
60)

8. The Unreturned Contact Report Dunp provides all PPC | ead data

previ ously reported on PPCs whi ch have not been returned to the
fulfillment center. This can be used to ensure follow up on | eads which
may not have been worked due to being | ost or destroyed. Distribution
Contract advertising agency headquarters, each district RAO and each RS
60)

9. The ARMS/ PPC Mat ch Report provides conparison of PPC | ead and ARMS
contract data for enlistees who nmatch back to previously issued PPCs.
This can be used to nonitor accuracy of the ARMS/ PPC Match and integrity
of RS and RSS activity anal ysis.
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Distribution: MCRC, contract advertising agency headquarters, each
di strict RAO and each RS CO

10. The Bi-Monthly OSO Listing Report lists contact information for
respondents to an officer lead source. It is the only report where this
i nformati on appears. There is no PPC program for officer procurenent,
however, PPCs are generated to recruiters for officer respondents |ess
than 20 years old or who are in high school. Distribution: MCRC,
contract advertising agency headquarters, each AOP and each OSO
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CHAPTER 14
PUBLI C SERVI CE ANNOUNCEMENTS

14000. BACKGROUND. National and |ocal PSA prograns provide trenmendous
public awareness that fills the gap created by a limted paid adverti sing
schedul e.

1. The Marine Corps PSA program was devel oped to stream ine PSA
distribution efforts. The franework of the program provides the
efficiency of a national program and affords comranders anple flexibility
in the devel opment of |ocal PSA prograns.

2. The Marine Corps Recruiting Command (MCRC) operates with alimted
advertising budget, and cannot afford inefficient and costly duplication
of effort at national and local levels. As the recruiting environnent
beconmes nore difficult, all efforts nust be focused in support of the
recruiting force.

3. The national PSA distributions require mniml |ocal effort, creating
significant tine savings for MPAs. Local comanders are encouraged to
focus the MPAs efforts on recruiter support and | ead generating
activities.

14001. |1 MPORTANCE OF A PSA PROGRAM National PSA distributions augment
pai d advertising to ensure that an appropriate nmessage is presented. They
al so provide the MCRC with an efficient nethod of targeting i ssues such as
declining propensity to enlist, and the perception that the Marine Corps
no | onger offers viable career options.

1. Local PSA progranms should build individual recruiter awareness within
their respective communities. By alternating national and |ocal PSA
distributions quarterly, commanders are afforded the benefits of both
types of programs, while cutting costs and inproving effectiveness.

2. Cost savings at the district level can be redirected into other |oca
advertising efforts. The Marine Corps PSA program encourages RS MPAs to
be proactive in their efforts, and focus on selling and devel opi ng rapport
Wi th non-supportive stations. Additionally, MPAs can spend nore tinme
devel opi ng individual recruiter awareness within their respective
conmuni ti es.
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14002. PSA PROGRAM OBJECTI VES. The prinmary objectives of the Marine
Cor ps PSA program are:

1. Increase Marine Corps awareness at national and local levels, in
support of the national recruiting effort.

2. Focus Recruitnment Advertising Oficer (RAO and MPA representative
efforts on support of recruiters in |ocal markets.

3. Reduce costs.
14003. GUI DELI NES

1. National PSA distributions will be made during the 1st and 3rd
quarters of each fiscal year

2. Radio and television mailing lists for each distribution will be

devel oped by MCRC(M with input fromdistrict RAGs. Miiling lists will be
updated with RAGCs 60 days prior to national PSA distributions. Updates
will include additions of new stations, deletions of stations that have

cl osed, deletions of non-supportive stations, and changes to any

i nformati on for existing stations.

3. PSA distributions fromthe district and recruiting station |eve
shoul d be conducted during the 2nd and 4th quarters. These distributions
shoul d focus on building recruiter awareness within their respective
conmuni ti es.

4., Qutdoor PSA naterial will be ordered through MCRC(M via e-nmail

5. A business reply mail survey card will be sent to stations with 1st
and 3rd quarter mailings to identify supportive stations, and update user
information. A report will be generated after each nmailing, identifying
stations that plan to support the Marine Corps PSA program Tel evision
attainment in the nation’s top 100 markets will be tracked through reports
provi ded by Broadcast Verification Services. The information fromthese
monthly reports will be forwarded to the district |evel

14004. RESPONSIBI LI TIES

1. District Support Oficer, MCRC(M
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a. Conduct training at RAO and MPA conferences to ensure proper
i mpl enentati on and execution of the program

b. Create and produce packaging nmaterials for television and radio
PSA di stributions.

c. Coordinate new tel evision and radi o productions through the Print
Audi o/ Visual O ficer to ensure an inventory is built for future
di stributions.

d. Distribute radio and television PSA materials nationally during
the 1st and 3rd quarters of each fiscal year

e. Coordinate production, storage, and distribution of outdoor PSA
mat eri al s.

f. Mintain historical data on the Marine Corps PSA program and
determ ne program benefits to the Marine Corps.

g. Conduct national nmedia visits during the 2nd and 4th quarters of
each fiscal year to obtain network PSA support.

h. Coordinate seni-annual updates of the PSA distribution list with
each district RAO

i. Provide each RAO and MPA with sanples of each distribution. These
"MPA Packs" will include sanples of each format of radio and tel evision
PSAs, 1/2" VHS copies of all television PSA rel eases for internal use,
sanples of letters to Public Service Directors, and additional copies of
radi o and tel evision station survey cards.

2. Recruit Advertising Oficer, Each Recruiting District

a. Conduct training to ensure proper inplenentation and execution of
the programat district and recruiting station |evels.

b. District RAGs will coordinate sem -annual nailing |ist updates at
the district and recruiting station |evels.

c. District RAGs will ensure that MPAs nmintain and nanage a Si x-
mont h supply of billboards, based on past usage data.

d. The RAO will encourage the conduct of |ocal |evel PSA
distributions during the 2nd and 4th quarters of the fiscal year
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These distributions should focus on building recruiter awareness within
their respective communities.

3. Marketing and Public Affairs Representative

a. Prior to each distribution, MPAs will update their portion of the
national PSA mailing |ist.

b. MPAs will maintain and manage a si x-nonth supply of bill boards,
based on past usage data.

c. The MPA may conduct |ocal |evel PSA distributions during the 2nd
and 4th quarters of the fiscal year. These distributions should focus on
buil ding recruiter awareness within their respective commnities.

d. Conduct periodic nmedia visits and build working relationships with
| ocal media that are supportive of Marine Corps recruiting efforts.

e. Conduct periodic visits to each recruiting sub-station (RSS) for
pl acenent of public service announcenents (PSA) within |ocal nedia.

f. Insure that the nedia chosen for PSA do not conprom se or
m srepresent the Marine Corps nessage, or place the Marine Corps in an
enbarrassi ng situation.

(1) The Marine Corps has no legal obligation to distribute
material. RS Commanding OFficers may choose not to provide PSA to
organi zations within the RS area

(2) Prior to the placenent of a PSA, the nmedi um used shoul d be
t horoughly eval uated to determ ne whether that nediumis an acceptabl e
forumto present the Marine Corps nessage. Care nmust be exercised to
ensure that placenment of any advertising does not associate the
traditional values of the Marine Corps with organi zati ons that are
discrimnatory in nature or inconpatible with Marine Corps values. Conmbn
sense is the key factor to use when requesti ng PSA

(3) If it is determned that a mediumcurrently being used or one
whi ch has been used in the past is no |longer an appropriate vehicle for
Mari ne Corps nessages, stop any distribution of PSA nmateri al
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14005. VOLUNTARY PSA SUPPORT. PSA cannot be contracted or solicited as a
portion of a "paid' advertising buy on the part of the MPA

14006. RECRU TMENT ADVERTI SI NG PLAN. The full scope of Marine Corps
public service prograns is detailed at reference (n).
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CHAPTER 15
ADVERTI SI NG

15000. GENERAL. Marine Corps advertising is procured at the MCRC
district and RS. The national Recruitnent Advertising Plan is designed
and prescribed by the Comrandi ng General, Marine Corps Recruiting Comand
Code (M to achieve wi de and bal anced di ssem nati on of Marine Corps
advertising nmessages throughout the nation through comrercial advertisers.
Districts and RSs are responsible for planning locally targeted
advertising efforts with their advertising budgets, reflecting | oca
concerns.

15001. ADVERTI SI NG STRATEGY

1. The advertising strategy will be dictated by the necessity of
supporting all recruiters with awareness advertising and the opportunity
of creating awareness opportunities through | ocal sources in order to
"fill the gaps" in the national advertising program

2. The primary goal of the advertising strategy is to naintain continuous
awar eness of the Marine Corps nessage through paid advertising. This goa
wi |l be achieved through active utilization of the follow ng nmedi uns:

a. Television -- primary nedia vehicle. The advertising nmessage
reaches those recruiting areas where Marine visibility and visitation are
hi ndered by the lack of |large concentrations of popul ation

b. Radio -- secondary nedia vehicle. Awareness will be gained in
areas not covered by the national plan.

c. CQutdoor -- tertiary vehicle.

d. Targets of opportunity.

e. Special pronpotions.
3. In order to achieve the primary goals of the advertising strategy, the
medi a chosen for paid advertising nust be those which do not conpronise or
m srepresent the Marine Corps nessage, or place the Marine Corps in an
enbarrassing situation. The follow ng guidelines are provided to preclude
t he appearance of Marine Corps advertising in inappropriate advertising

nmedi a.
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a. The Marine Corps has no legal obligation to distribute adverti sing
mat eri al and nay choose not to provide advertisenents to organizations as
Il ong as the decision is based on sound rational e.

b. Prior to the placenent of a paid advertisenent the nedi um used
shoul d be thoroughly evaluated to deterni ne whether that nmediumis an
acceptable forumto present the Marine Corps nessage, based upon criteria
of acceptabl e sponsorship found in Ref. (a), section 4.

c. If it is determned that a nmediumcurrently being used or one
whi ch has been used in the past is no |longer an appropriate vehicle for
Marine Corps advertisenents, sinply stop any paid advertising. Materia
previously distributed is not subject to copyright laws and is considered
in the public domain, so there is nothing that can be done to prevent
continued use of previously distributed materi al

d. If doubts exist about the use of any particular advertising medi um
or the distribution of "public domain" materials, guidance should be
requested from hi gher headquarters.

15002. LOCAL ADVERTI SI NG

1. Limted advertising funding is provided to recruiting stations for use
by the commandi ng of ficers.

a. The MPA will recommend to the conmandi ng officer the best
utilization of the RS advertising budget. Consideration in such
recommendations will include: target popul ation reached, availability of
PSAs and | ocal needs of the recruiting personnel affected.

b. Due to fiscal restraints, no noneys will be used for advertising
i n school yearbooks or simlar publications. These advertisenents are
considered to be paid sponsorships and are generally not cost effective.

c. Radi o announcenents and adverti sing, when purchased by a RS
shoul d be tailored to suit the needs of local recruiters and the comunity
in which those recruiters serve

(1) The MPA will, upon request and after reviewing recruiters’
needs, authorize radio spot announcenents for use within the conmand’ s
area of responsibility. Each spot should be
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general in nature, and should address the locality in which it will be
br oadcast .

(2) Local radio advertising should be produced at the contracted
broadcasting station.

(3) PSA cannot be contracted/solicited as a portion of a "paid"
advertising buy on the part of the MPA. PSA nust be nade as an offer by
the contractor when a MPA receives paid advertising. This pertains to al
Mari ne Corps advertising prograns.

d. Marine Corps advertising purchased with [ocal funds at the RS
level will be in accordance with the RS nedia plan which is established by
t he commandi ng of ficer.

e. No "blind" advertising is authorized. "Blind" advertising is any
form of advertising, regardless of nediumutilized, which uses no
corporate or product identification, including advertising that solicits a
consumer response.

2. RSS NCO Cs must periodically review advertising outlets within their
area of responsibility. Wen occasions arise that provide a unique
opportunity for good advertising cost-effectiveness, the RSS NCOC wi ||
notify the MPA detailing source, cost and point of contact.

3. The MPA will then notify the comandi ng of ficer of all such
opportunities and conpl ete advertising contracts through the supply chief
as directed by the commandi ng officer.

4. The MPA, when permtted, should design and authorize advertisenents
for local publication. This should be acconplished with the assistance of
the contracted advertising agency field representative assigned to the
district.
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CHAPTER 16
PEACETI ME/ WARTI ME SUPPORT TEAM COORDI NATI ON

16000. BACKGROUND. Peacetinme/ Wartinme Support Teans (PWSTs) were created
by reference (n) as part of the Readi ness Support Program (RSP). The RSP
initiative was designed to create a stream ined structure within Marine
Forces Reserve (MARFORRES). The structure includes Pretrained Individua
Manpower (PIM nobilization, Individual Ready Reserve (IRR) nuster
recruiting assistance, Marine Corps community relations, civil-mlitary
activities/disaster relief planning, famly assistance and support, post-
nmobi | i zation casualty assistance, and Reserve site mai ntenance.
COVWARFORRES was directed to "...devel op an organi zati on structure that
enhances Total Force readiness by inproving public awareness and
understandi ng of the Marine Corps..." To conplete this mssion, billets
were created nationwi de to provide each of the new "reserve districts”
with a mninumof two Marines on PW5Ts.

The OpPlan (reference (n)) states that in the near term "PWSTs will
serve as the focal point for PIMnobilization/IRR nmuster processing,
recruiting assistance, coordination of Marine Corps community relations
initiatives in order to enhance public awareness and comrunity rel ations,
civil-mlitary activities/disaster relief planning, post-nobilization
fam |y assistance, and casualty assistance.”

Long termdirections for PW5Ts are to expand invol venent of Marine
Corps Reserve units in their local communities in order to increase public
awar eness and under standi ng of the Marine Corps, noting this will entail
i ncreased community relations efforts at the local level and with the
| ocal community. W rking with Marine Corps Coordinating Councils and
sim |l ar organi zations, PWSTs are tasked to pronote public awareness of
the Mari ne Corps.

16001. GCG_MCRC RESPONSI Bl LI Tl ES

1. Ensure MCRC participation and involvenent in the RSP as directed in
t he OpPl an.

2. Work in conjunction with the Director, Public Affairs (P) and
COVWARFORRES to prepare and execute information briefings on the RSP for
Marine Corps rel ated organi zati ons and associ ati ons.
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3. In conjunction with COWARFCORRES and Dir PA, develop a plan to ensure
MPAs and Reserve Special Staff Oficers (RSSO s) coordinate, as required
with PWSTs in inplenenting conmunity relations initiatives and providing
recruiting assistance.

4., Coordinate with RSPs to ensure successful conpletion of their m ssion
to identify, plan, coordinate, and execute conmunity relations programnms
fromlocal to national level to increase the American public’s awareness
and understanding of the m ssion and capabilities of the Total Force

Mari ne Cor ps.

5. Coordinate with CMC (PA) and COWARFORRES (PA) as appropriate to
assi st PWST comrunity relations initiatives at the national, district and
| ocal |evels.

16002. DISTRICT CO RESPONSIBILITIES. Establish a coordinating
relationship with reserve district counterparts

16003. RECRUI TI NG STATI ON COVIVANDI NG COFFI CER RESPONSI BI LI Tl ES

1. Maintain close liaison with | ocal PWTs to assist in their evaluation
of conmunity relations projects and prograns that best natch the needs and
interest of the local community.

2. Ensure MPA is avail able to PWST upon request to advi se PWST on
conpliance with DOD, SECNAV and MC orders and directives pertaining to
public affairs during planning phases of activities with MCCCs or simlar
Marine Corps-related civilian organizations as directed in Annex B of
reference (n). Annex B of the OpPlan directs "The advice of a (MPA) and a
staff judge advocate will be utilized when planning activities with MCCCs
or simlar Marine Corps-related civilian organi zations to ensure
conmpliance with reference (b) and other regulations and | aws. "

3. As the only PAOin the RS ACR, the MPAis the nedia’s prinmary point of
contact for Marine Corps inquiry and the RSs spokesperson, as outlined in
FMFM 3-1 and SECNAV, MC and MCRC orders and instructions. The 1& is the
pri mary spokesperson for the reserve unit in each area. Each RSS NCO C
and recruiter is responsible for creating and nmai ntai ning positive nedia
relations in their assigned sectors. PWTs nay work with RS nedi a
contacts through the RS when coordinated by the RS CO
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CHAPTER 17
MOS 4341 SCREEN NG | N SUPPORT OF RECRUI TI NG
17000. PURPCSE. The purpose of this chapter is to outline the procedures
for adm nistering tests to applicants who wish to enlist into the Marine

Cor ps as Conbat Correspondents (MOS 4341).

17001. ENLI STI NG FOR SERVI CE AS A COVBAT CORRESPONDENT

1. Al accessions into the public affairs field are through contract
after an applicant successfully neets the basic MOS criteria. Per
reference (0), the programenlisted for (PEF) code is CGand it is a type
2 program available to applicants who do not require a noral/drug waiver
above the RS | evel.

2. Per reference (p), to be guaranteed assignnent to public affairs as a
conmbat correspondent, the applicant nust:

a. Have a GI score of 110 or higher

b. Score 70 on the English Diagnostic Test (EDT). |If a score of 70
is not obtained on the first attenpt, the applicant nust wait 30 days
before a second attenpt is authorized and nust wait six nonths before a
third or subsequent retest is authorized

c. Type 20 words per mnute on the standard typing test

d. Have a witten recommendation following an interview with a public
affairs officer

17002. DETERM NING ELIGBILITY

1. Once the applicant has expressed an interest in the 43xx OCC field and
is basically qualified the RSS NCO C should contact the MPA to arrange a
time and place for the EDT and typing test to be given

a. Both test fornms and their answer sheets are controlled items. A
single copy of each is provided to the district PAGs and MPAs under
separate cover fromthis SOP
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2. |If the applicant conpletes the tests successfully, the MPA wi Il
contact the nearest Marine Public Affairs Oficer to arrange a personal
interviewwith the applicant. 1In the case that there is no mlitary

installation in the inmediate area and travel to the District headquarters
is inmpractical, the District Public Affairs Oficer nmay interviewthe
applicant telephonically and FAX a signed copy of his or her
recommendation to the RS for inclusion in the applicant’s package.

3. The MPA nust provide the conplete graded test forns and witten
interviewresults and reconmendation to the NCOC for transfer to the MEPS
liaison and insertion into the applicant’s processing package. A "Y"
entry under special qualifications nust al so be nmade by the ARMS operator
in the applicant’s record; without the "Y' entry, the applicant will not
be given the 4341 MOS.
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APPENDI X A
FMFM 3-1 PAO
PUBLI C AFFAI RS OFFI CER

The public affairs officer perforns the general duties of a specia
staff officer under the cognizance of the chief of staff with respect to
provi ding i nformati on about the Marine Corps to the public, the nmedia, and
the internal Marine Corps audi ence, and establishing harnoni ous rel ations
with local communities and the general public. Staff responsibilities
i ncl ude:

a. Advising on the public inpact of comrand deci sions/policy and, as
the command "spokesman, " recomrendi ng policies and procedures with respect
to the release of information to the public and the nedia.

b. Preparing and disseninating accurate and tinmely information about
the Marine Corps and the command to the nmedia and the general public in
the spirit of the Freedom of Information Act.

c. Serving as the command’ s contact with the nedia and, as such
answering nmedia queries, coordination all nmedia visits/interviews and
escorting nmedia representatives.

d. Supporting the internal information programto inform Marines and
the Marine famly of Marine Corps and command matters through supervision
of such internal news outlets such as command newspapers, radio/television
facilities, etc.

e. Devel oping and coordinating a community relations program to
i ncl ude both on and off base activities, to foster nutual understanding
and acceptance with the general public and the communities directly
affected by the command.

Ref: FMFM 3-1
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Functions of the Public Affairs Oficer, as described in FMFM 3-1

"The public affairs officer perforns the general duties of a
speci al staff officer under the cognizance of the chief of staff with
respect to providing information about the Marine Corps to the public, the
medi a, and the internal Marine Corps audi ence, and establishing harnoni ous
relations with |ocal comunities and the general public. Staff
responsi bilities include:

a. Advising on the public inpact of comrand deci sions/policy and, as
the command "spokesman, " recomrendi ng policies and procedures with respect
to the release of information to the public and the nedi a.

b. Preparing and disseninating accurate and tinely information about
the Marine Corps and the command to the nmedia and the general public in
the spirit of the Freedom of Information Act.

c. Serving as the command’ s contact with the nmedia and, as such
answering nmedia queries, coordination all nmedia visits/interviews and
escorting nmedia representatives.

d. Supporting the internal information programto inform Marines and
the Marine famly of Marine Corps and command matters through supervision
of such internal news outlets such as command newspapers, radio/television
facilities, etc.

e. Devel oping and coordinating a community relations program to
i nclude both on and off base activities, to foster nutual understanding
and acceptance with the general public and the communities directly
affected by the command.”
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APPENDI X B
MARI NE CORPS PUBLI C AFFAI RS ORDERS AND DI RECTI VES
JOPS, Volunes | and IV, Joint Qperational Planning System

Joint Pub 1-07, Doctrine for Public Affairs in Joint
Qperat i ons

JAG I nstruction 5800. 7C Manual for the Judge Advocate Ceneral
DoD Directive 1015.1, Comrercial Sponsorship

DoD Directive 4515. 13R, Air Transportation Eligibility

DoD Directive 5040.2, Visual Information (VI)

DoD I nstruction 5040.4, Joint Conbat Canmera (COMCAM
Qper ations

DoD I nstruction 5120.4, DoD Newspapers and Civilian
Enterpri se Publications

DoD Directive 5120.20, Arned Forces Radi o and Tel evi si on
Servi ce

DoD Directive 5160.48, Departnment of Defense Information
Tr ai ni ng

DoD Directive 5200.1, DoD Information Security Program

DoD Directive 5230.9, C earance of DoD Information for
Publ i ¢ Rel ease

DoD Directive 5410. 15, DoD Public Affairs Assi stance to Non-
Government, Non-Entertainnent Oiented Print and El ectronic
Medi a

DoD Directive 5410. 16, DoD Assistance to Non- Gover nnent,
Entertai nment-Ori ented Motion Picture, Television, and Vi deo
Pr oducti on

DoD Directive 5410. 18, Conmunity Rel ations

DoD I nstruction 5410.19, Arnmed Forces Conmunity Rel ations
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DoD Directive 5500.7-R, Joint Ethics Regul ati ons

SecNavl nst 5211.5D, Personal Privacy and Ri ghts of
I ndi vi dual s Regardi ng Records Pertaining to Thensel ves

SecNavl nst 5370. 2J, Standards of Conduct and Gover nnent
Et hi cs

SecNavl nst 5720.42B, Availability to the Public of
Department of the Navy Records

SecNavl nst 5720. 42E, Departnent of the Navy Freedom of
I nformati on Act Program

SecNavl nst 5720. 44A, Public Affairs Policy and Regul ations

SecNavl nst 5724.3, Instructions and Policy Concerning Fl eet
Home Town News Program

MCO P1200.7, MIlitary Cccupational Specialties Manual (MOS
Manual )

MCO 1210. 8A, Lateral Myve and Career Broadeni ng Tour Prograns
for Marine Oficers

MCO 1220.55, Enlisted Lateral NMove Program

MCO 4630. 10, Operational Support Airlift Managenent
MCO P5000. 18, The Marine Corps Band Manual

MCO 5000. 17, Marine Corps Lessons Learned System
MCO 5000. 20, Support of Young Mari nes

MCO 5030. 3, Unofficial use of the Seal, Enblem Nanes, or
Initials of the Marine Corps

MCO 5060. 19, Award of the Title of Honorary Marine
MCO P5211.2, The Privacy Act of 1974

MCO P5290. 1, Marine Corps Training and Audi ovi sual Support
Manual

MCO 5370. 3E, Standards of Conduct and Governnent Ethics
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MCO 5510. 9A, Security of Information for Public Rel ease
MCO P5600. 31G, Publication and Printing Regul ati ons

MCO 5700. 5, Devel opnent of Proposed Public Affairs CGui dance
(PPAG [DoD Instruction 5405. 3]

MCO P5720. 56, Availability to the Public of Marine Corps
Recor ds

MCO 5720. 59A, Armed Forces Conmunity Rel ati ons [DoD
I nstruction 5410. 19]

MCO 5720. 68, DoD Newspapers and Cvilian Enterprise
Publ i cati ons [DoD Instruction 5120. 4]

MCO P5750. 1G, Manual for Marine Corps Historical Program

MCO 5720. 65, American Forces Information Service [DoD
Directive 5122. 10]

MCO 5720. 67, Assistant to the Secretary of Defense for
ic Affairs (ATSD(PA)) [DoD Directive 5122.5]

MCO 5720. 68, Nucl ear Accident and |Incident Public Affairs
Cui dance [DoD Directive 5230. 16]

MCO P5720. 73, Marine Corps Aviation Support of the Comrunity
Rel ati ons Program Manual

MCO 5760. 3D, Retired Marine Luncheon Program

MCRCO 7000.1, Centers of Influence (CO)Prograni Funded
Del ayed Entry Program (POOLEE) Functi ons

JAd NST 5800. 7C, Manual of the Judge Advocate Ceneral
Manual for Courts Martial, United States, 1995
Mari ne Corps Manual

Arny FM 46-1, Public Affairs Operations

Legend: RD - Recruiting station and district required to maintain

D- District required to nmaintain

B-3
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FORM 2

PCGSI TI ON PAPER

(Local variation. and nodifications as necessary to neet requirenents.)

CLASSI FI CATI ON

Code/ O fice
Dat e

PCSI TI ON PAPER

Subj :

The subject matter is indicated briefly but in sufficient detail to faci-
litate filing and future reference

Ref: (a) References are |listed as appropriate.
(b) If none are appropriate, enter the notation "None"

1. PRCBLEM

The problem statenent tells what the problemis for which the position
paper is being devel oped. Usually stated "To develop a...... position

2. VHY REQUI RED
a. A position paper also states why the paper is required.

b. Is it directed by higher headquarters?

3. BACKGROUND

a. The background sets forth in concise terns what has gone before.

b. It provides answers to such potential questions as: |Is this an
ongoi ng thing? Did sonmething suddenly occur requiring reexam na-
tion?

C. v

4. PCSITIONS OF OTHER AGENCI ES

The position of other agencies are addressed when appropriate,
otherwise this part of the position paper has the caption "Not Applicable"
i nserted.

(Page nunber)

CLASSI FI CATI ON
C1



posi

FVFM 3-1 App. A
Form 2

CLASSI FI CATI ON

RECOMVENDED MARI NE CORPS POSI T1 ON

The recomrended position i8 stated in clear, concise terns. Wen it is
to be promulgated, it is usually attached on a separate sheet.

RATI ONALE

a. The rationale includes concise statenents which support the
tion taken.

RECOMVENDATI ON

The reconendation is what you recommend be done; e.g., "Approve the
attached statenment,"” or "reconsider . . . ." A decision block would
al so be included for the decision to be recorded by the approving
authority. The attached statenent of the position, referred to in
paragraph 5 is usually prepared on a nmat, ready to be reproduced. It
can be approved by signing, at which tinme pronul gati on can be expedi -
tiously nade.

(Page nunber)
CLASSI FI CATI ON

G2
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Form 3

FORM 3

PO NT PAPER

(Local variations and nodifications as necessary to neet requirenents.)

CLASSI FI CATI ON

Code/ O fice
Dat e

PO NT PAPER

Subj :

The subject matter is indicated briefly but in sufficient detail to
facilitate filing and future reference.

1. (The salient points which relate to the subject are listed.)

2. (These points are witten as short concise statenents.)

3. (The points are arranged in |ogical sequence (tinme permtting).)
4. ...

5 ...

SUMVARY

The salient paints are foll owed by an even nore conci se sunmary. This
sumrary say include any conclusion or position which is appropriate.

(Page nunber)
CLASSI FI CATI ON

C3
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Form 4

FORM 4

TALKI NG PAPER

(Local variations and nodifications as necessary to neet requirenents.)

CLASSI FI CATI ON

Code/ O fice
Dat e

TALKI NG PAPER

For use by (name or title of person for whose use the paper is prepared)
Subj :

The subject matter is indicated briefly but in sufficient detail to
facilitate filing and future reference.

BACKGROUND
The background sets forth in concise ternms what has gone before. It pro-
vi des answers to such potential questions as: |Is this an ongoing thing?

Di d somet hi ng suddenly create this requirenent?

Dl SCUSSI ON

The discussion is a concise narrative of all the salient points related to
the topi c under discussion. References that are used as a source are

cited in the discussion.

RECOMVENDATI ON

Recommendati ons are reduced to clear, concise statenments permtting sinple
approval or disapproval by the approving authority.

APPROVED

An approval block is provided for authentication by the approving
authority.

ACTI ON CFFI CER

(The nanme of the action officer who prepared the paper should be
i ncl uded.)

(Page nunber)
CLASSI FI CATI ON
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TRI P REPORT

From
To:

Subj : SHORT TITLE- (Media Visit, Site Visit to RSS xxxx, etc.)

1. Purpose: Reason for your trip.

2. Travelers: Gade, initials, |last nane

3. Iltinerary: Location, dates, personnel contacted.

4. Discussion: Describe the trip to someone who wasn’t there. Gve the
facts. Al so, provide clear concise descriptions of both negative and
postive perceptions, neetings, etc. (To be outbriefed to NCO C before your
departure)

5. Recommendations: Reconmmend activities to be continued, ideas for

i nprovenents, initiatives to be |auded or shared with the rest of the RS
or District. (To be outbriefed to NCO C before your departure)

S| GNATURE
Title



FVFM 3-1 App. A
Form 5

FORM 5

MEMORANDUM FOR THE RECORD

(Local variations and nodifications as necessary to neet requirenents.)

CLASSI FI CATI ON

Code/ O fice
Dat e

MEMORANDUM FOR THE RECORD

Subj :

The subject matter is indicated briefly but in sufficient detail to
facilitate filing and future reference.

1

The first paragraph contains information on the occasion precipitating
this menmo for the record; i.e., nmeeting, conference, tel ephone conver-
sation, persons involved, etc.

The second and subsequent paragraphs will contain:

a. Background and di scussion (when necessary for clarity).

b. Concl usions reached and deci si ons nade.

c. Staff agencies responsible for specific action (if applicable).

Si gnat ure

DECLASSI FI CATI ON
| NSTRUCTI ONS
(As appropri ate)

(Page nunber)
CLASSI FI CATI ON

C6



SECNAVINST 5216.5D

29 AUG 1996
1
2
3
4
5
6 8 Jul 99
1
2 MEMORANDUM
1
2 From: Head, DON Records Management Branch (N161)
To: Head, Technical Library Branch (N21)
Head, Mail and Files Branch (N13)
Via: Head, Office Services Division (N1))
1
2 Subj:  PLAIN-PAPER MEMORANDUM
1
2 1. The plain-paper “trom-to” memorandum may be used within your activity. It is
no more formal than the memorandum form, but it is more flexible when there are
multiple addressees, via addresseas, or both.
1
2 2. The only identification symbol you need is the date, unless local practice calls
for mora. Start typing the date on tha sixth line, flush with the right margin.
3, Prepare a plain-paper memorandum on white bond.
1
2
3
4 J. C. JAY

Figure 2-19. Plain-Paper “From-To” Memorandum



SOP FOR MARI NE CORPS RECRUI TI NG COMVAND MARKETI NG AND PUBLI C
AFFAI RS

APPENDI X D
MPA Training & Assistance Visit Checkli st
Area of Responsibility: Conmand/ Staff Rel ations

Is the MPA infornmed of information and events within the
comand?

Does the MPA have direct access to the CO?

Is the MPA assigned collateral duties which detract or prevent the MPA
frombeing able to conplete assi gned MPA functions?

Area of Responsibility: Internal Information
___ Does the MPA produce RS newsletters?

___ Recruiter ___ Pool ee _____ Oher
____If newsletters are produced, does the conmand provide all necessary
support for the successful conpletion and distribution of the
newsl etter(s)?

Does the RS conduct Retired Marine Luncheons?

___If held, do recruiters attend these | uncheons?

Area of Responsibility: External Information

Does the MPA participate in the Fl eet Honetown News Progranf

Does the MPA regularly distribute |local news rel eases on newy
arriving recruiters, as well as newy-joined recruits in the area?

Does the MPA naintain nmedia working files as outlined in Vol. 1117

Does the MPA nmintain regular contact with RSS NCO Cs to assist in
their local nedia efforts?

Does the MPA naintain relationships with all nmedia in the RS area?

D1



SOP FOR MARI NE CORPS RECRUI TI NG COMVAND MARKETI NG AND PUBLI C
AFFAI RS

Area of Responsibility: Community Rel ations

Does the MPA nmaintain a calendar of |ocal significant events
for each area of the RS?

Does the MPA nmaintain a file of local civic | eaders, service groups,
vet erans organi zati ons and other influencers within each comunity?

Does the MPA assist potential sponsors with conpleting and forwarding
Arnmed Forces Participation Requests and Aircraft Static Display Requests?

Does the MPA assist the RS in conpleting successful Educator
Wor kshops?

When applicable, does the MPA provide tickets and information to the
command group for the annual U. S. Marine Band tour?

Area of Responsibility: Recruiter Support

Does the MPA receive support and assistance from NCO Cs in conpleting
the annual Recruiter Support Material order?

If not, does the MPA seek out this support?
Does the MPA conduct Enhanced Area Canvassi ng events?

Does the RS Cormand Group provide support and assi stance
in setting up EAC events?

Do the recruiters and/or NCO Cs acconpany the MPA on visits
to their nedia?

Does the MPA have a copy of the National Ad Plan?

Does the MPA coordi nate | ocal awareness activities to coincide with
nati onal canpai gns?

Are recruiters advised of advertising canpaigns as they occur?
Do the MPA and NCO Cs us the Recruiter Production Package?
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SOP FOR MARI NE CORPS RECRUI TI NG COMVAND MARKETI NG AND PUBLI C
AFFAI RS

Are high school lists routinely subnmitted to the MPA for subni ssion as
Recruiter Supplied Nanes?

Does the XO verify |ist subnissions with the MPA?

D-3



SOP FOR MARI NE CORPS RECRUI TI NG COMVAND MARKETI NG AND PUBLI C
AFFAI RS

APPENDI X E
PUBLI C AFFAI RS | G CHECKLI ST

The foll owi ng checklist is an expanded version of the |Inspector General of
the Marine Corps’ Public Affairs checklist. Mst of the questions are
identical to those on the |G checklist.

Command/ St af f rel ati onshi ps

Y N NA Does the Commandi ng Ceneral /Officer take an active part in
public affairs activities? (SECNAVINST 5720.44A w/ ch
1, para. 0104.b.4.b)

Y N NA Does the Public Affairs Oficer/or Nonconmm ssi oned
O ficer have direct access to the officer in command in
all public affairs matters? (SECNAVI NST 5720. 44A
w Ch 1, para. 0104.b.4.b.7)

Y N NA Is the PAO a nenber of the Special Staff? (FMFM 3-1,
para. 1344)

Y N NA Does the command have a public affairs SOP? ( SECNAVI NST
5720. 44A w/ch 1, para 0104.Dh)

Y N NA Does the Public Affairs Ofice have a pernmanent retention
file and desktop procedures for all major recurring
prograns and events?

Y N NA Is public affairs an el ement of consideration for all
enmergency action planning? (SECNAVI NST 5720. 44A w/ch 1,
para 0802. b. 2)

Y N NA Does the command share public affairs | essons | earned
with the rest of the Marine Corps? (MO 5000.17)

Public Affairs Canpaign Plan

Y N NA Does the command have a Public Affairs Canpaign Pl an?
( SECNAVI NST 5720. 44A w/ch 1, para. 0104.b.4.c.3 and
0602. a)
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SOP FOR MARI NE CORPS RECRUI TI NG COMVAND MARKETI NG AND PUBLI C

Comuni ty

Y N NA

AFFAI RS

Have diversity themes been incorporated into the public
affairs canpai gn plan? (SECNAVI NST 5720. 44A w/ ch 1
para. 0104.b.4.c.3 and 0602. a)

Does the PA Canpai gn Plan contain gui dance on Contmunity
Rel ati ons prograns? (Conmandant’s Pl anni ng Gui dance dated
1 July 1995, para. 1l1.c.4)

Is the PA Canpaign Plan coordinated with the HQVC
Division of Public Affairs Canpaign Plan? (Conmandant’s
Pl anni ng Gui dance dated 1 July 1995, para. 11.c.2)

Is the PA Canpaign Plan updated at |east quarterly?
(Commandant’ s Pl anni ng Gui dance dated 1 July 1995, para.
11.c.2)

Is the PA Canpaign Plan aligned with CMC s programatic
priorities? (Marine Corps Public Affairs Canpai gn Pl an)

Does the PAO publish an annual mil estone/events PA
calendar to facilitate |long range planning? (Marine Corps
Public Affairs Canpaign Plan)

Rel ati ons

Are public affairs personnel know edgeabl e of the basic
criteria for deternmining the propriety of Marine Corps
participation in a community relations event?

( SECNAVI NST 5720. 44A w/ch 1, para 0402)

Has the command established a planned program of tours of
the installation? (SECNAVI NST 5720.44A w/ ch 1, para
0405. a)

Does the conmmand periodically hold an "open house"?
( SECNAVI NST 5720. 44A w/ch 1, para 0405.a and G 0405)

Is Armed Forces Day held as the principal public event to
hi ghli ght the command’ s uni que contribution to nationa
defense and the Maritine Strategy? (SECNAVINST 5720. 44A
w ch 1, para 0412.c)
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AFFAI RS
Y N NA Does the command participate in public events that
support recruiting? (SECNAVINST 5720.44A w ch 1, para

0414. d)

Y N NA Does the PAO have a nmethod of ensuring support for the
command band, both in and outside the community relations
area of responsibility? (MCO P5000.18, chapter 4)

Y N NA Does the command have an active speakers program wth
appropri ate speaker support material s? (SECNAVI NST
5720. 44A w/ch 1, para 0308.i)

Y N NA Does the command nmintain an up-to-date contact file on
civic, service, veterans, professional, and
par a- prof essional groups in the conmunity? (SECNAVI NST
5720. 44A w/ch 1, para 0406. a. 3)

Y N NA Does the command have official nenbership in civic
organi zati ons? (SECNAVI NST 5720. 44A w/ ch 1, para 0406. a)

Y N NA Do the senior commander present and key officials
mai ntain relations with local chapters of veterans’ and
mlitary-rel ated organi zati ons? ( SECNAVI NST 5720. 44A w/ ch
1, para 0406. a)

Y N NA Does the PAO ensure support for civilian fund-raising
activities is in accordance with the Joint Ethics
Regul ati ons and ot her DoD Instructions? (DOD 5500.7-R
para 3-210, DoDlI 5410.18, para V.C., and DoDl 5410.19,
para F.1.a.(5)-(6))

Public Information

Y N NA Are rel eases of national interest coordinated wi th higher
headquarters? (SECNAVI NST 5720. 44A w/ ch 1, para.
0104.b. 4.c. 4)

Y N NA Can the PAO rel ease news of |local interest? (SECNAVINST
5720. 44A w/ch 1, para. 0104.b.4.c. 4)

Y N NA Does the conmmand have an inquiry staffing process that
ensures responsiveness to public and nedia inquiry?
( SECNAVI NST 5720. 44A w/ch 1, para. 0303)
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I nternal |

Y N NA

AFFAI RS

Does the command nai ntai n background files and current
descriptive information covering organi zati on, nission
and history of the unit/conmand or installation?

( SECNAVI NST 5720. 44A w/ch 1, para. 0104.b.4.c)

Does the command nai ntain biographical files to include
of ficial photographs? (SECNAVINST 5720.44A w ch 1, para
0511. h and 0511.i)

Does the command nmaintain close (positive) relations with
the nmedi a? (SECNAVI NST 5720. 44A w/ch 1, para 0304)

Does the PAO have a nedia listing? (SECNAVI NST 5720. 44A
w ch 1, para. G 0304.f)

I's visual information support adequate to acconplish the
public affairs mssion? (MCO P5290.1, para 5013)

Does the conmmand nmi ntain copi es of news rel eases, and
answers to news queries? (SECNAVI NST 5720.44A wch 1
para 0306.b and 0306.1i)

Does the command actively participate in the Fleet Home
Town News Progran? (SECNAVI NST 5720.44A w/ ch 1, para
0104.b. 4.c.5)

I's preparation of FHTN rel ease part of the check-in
process? (SECNAVI NST 5724. 3)

Are the requirenents of the Freedom of Information and
Privacy Acts understood by command personnel assigned to
public affairs duties? (SECNAVINST 5720.44A w ch 1, para
0302.f and 0204.b)

nf ormation

Are all HQMC-1evel products (Marines, MCNEWS5, etc.)
recei ved and used? (SECNAVI NST 5720.44A w/ ch 1, para
0202d)

Does the command forward to CMC (PAM copies of all news
stori es/ photographs/captions that have potential for use
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in Marines and MCNEWS? ( SECNAVI NST 5720. 44A w/ ch 1,
para. 0202.d.1 and para. 0202.d.3)

Does the command provide input for "Navy-Marine Corps
News This Week"? (SECNAVINST 5720.44A w/ch 1, para.
0202.c. 2. e)

Were clippings (audio/video/print) of news itens of
Marine Corps interest subnitted to CMC (PAM ?
( SECNAVI NST 5720. 44A w/ch 1, para. 0202.d.2)

Does the command have an information vehicle to

di ssemnate information to nenbers of the command, such
as a newsletter, newspaper, or other nedia/information
channel ? (Marine Corps Manual, para. 2813)

Is the command newspaper governed by a contract between
the conmmand and a publisher? (MO 5600.47 and MCO
P5600. 31G

Is the contract current and valid? (MO 5600.47 and MCO
P5600. 31G

Does the command newspaper incorporate some form of
two-way conmuni cation? (SECNAVI NST 5720. 44A w/ch 1, para
0205. e)

Does the PAO maintain liaison with unit UGs to
coordinate unit stories, etc.? (SECNAVINST 5720. 44A w ch
1, para 0303.b)

Does the PAO have a system by which to ensure

conprehensi ve and periodic internal coverage of all

units, prograns, issues, and events? (SECNAVINST 5720. 44A
w ch 1, para 0205. e)

If the command has an appropriated funds newspaper, has
it conducted a study within the past three years on the
feasibility of converting to a commercial enterprise
newspaper? (DODI 5120.4, pp. 8 and 7-1)
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AFFAI RS

Operations and Exerci ses

Y N NA

Does the PAO have input/representation during the
pl anni ng stages of mmj or operations/exercises?
( SECNAVI NST 5720. 44A w/ch 1, para. 0104.b.4.c.8)

Does the command i ncorporate public affairs planning for
nmedi a coverage and DoD National Media Pool support
requi renents into exercise and contingency plans? (JOPS
Vol . 1V, SECNAVI NST 5720.44A w/ich 1, para 0303.b)

Does the PAO have access to classified material and
operations so that he or she can understand operationa
and adm ni strative matters of inportance to the command?
( SECNAVI NST 5720. 44A w/ch 1, para 0501. a)

Is the public affairs staff exercised in crisis or
contingency response? (SECNAVINST 5720.44A w ch 1, para
0806. b)

Do contingency plans reflect integrated public affairs
requi renents in other annexes (i.e. contmunications,
transportation and personnel)? (JOPS, Volune |)

Wt hin FMF PA organi zati ons, does the PAO have desi gnated
depl oyabl e equi pnent and personnel capabl e of supporting
a short notice Joint Task Force (JTF) or other

depl oynent? (Public Affairs Requirenments Study,

chapter 3)

Does the command understand its requirenments to support
the DoD 9 Principles of Conbat Coverage? (MCO 5720.67)

Are PACs and SNCCs trained to wite public affairs
gui dance? (MCO 5700.5)

Are PACs and SNCOs trained to wite Annex Fs in
accordance with JOPS? (JOPS Vol une 1)

Admi nistration and Trai ni ng

Y N NA

Did the Public Affairs Oficer or Nonconmi ssioned Oficer
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AFFAI RS
establish an MOS training progran? (MCO 1510. 62)

Does the command nmintain current directives/regul ations
that govern the proper

execution of the public affairs function? (MCO P5215. 1G
para. 6001.1)

Does the public affairs office provide nmedia training to
nmenbers of the conmand and/or staff who would |ikely be

involved in conducting nmedia interviews? (Comrandant’s

Pl anni ng Gui dance, para. 11.c.3)

Does the public affairs office provide orientation/
training and offer assistance to U GCs to ensure their
understanding of their collateral public affairs duties?
( SECNAVI NST 5720. 44A w/ch 1, para 0303.b)
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REQUEST FOR ARMED FORCES PARTICIPATION IN PUBLIC EVENTS Form Approved

OMB No. 0704-0250
(NON-AVIATION) Expitas Jun 30, 2000
e public reporting burden for this colection of ormation it sstmated 1o avaraga 7 miautes pes fespunse, ncluding tha time Tor reviewing istructions, ssarching existing data sowces, Jetharing snd maintaining tha duts needed, and completing snd
wwing the colaction of information. Send comments regarding this burden astiate or any other sspect of this collaction of inform.ation, i ‘suggestions for reducing the burden, to Depertment of Defanse, Washington Hesdquarters Services,

inchuding
~eacate for indormation Operstions and Reports 10704.0290), 1215 Joffarson Davia Highway, Suite 1204, Adington, VA 22202-4302. Raspondents should be aware that natwithstanding any other provision of lsw, o parson shall be subject to any
&ty for faling to comply with & collection of information i it doss not display 8 currantly veld OMB control numbar.

PLEASE DO NOT RETURN YOUR FORM T0 THE ABOVE ADURESS. RETURN COMPLETED FORM 70 THE APPROPRIATE ADDRESS ON BACK OF THIS FORM.
This form is used to request all Amed Forces MUSICAL UNIT, TROOP, COLOR/HONOR GUARD, andjor EXHIBIT/EQUIPMENT participation in public events. The information is required te evaluate

the event for appropriatenass and compliance with DD policies and for coordination with the units involved, Pleasa complete all sections. All data will be handled on a "For Dfficial Use Only”
basis.

- SECTION | - EVENT DATA

1. SPECIFIC REQUIREMENT /. Band, Marching Usit Color Guerd, Tenk, etc.) 2. DATE OF EVENT 3. TIME OF EVENT
(YYYYMMOD) ». FROM:
hI0:

4. TITLE OF EVENT §. EXPECTED ATTENDANCE
. SITE OF EVENT (i s., Park, Auditorium, etc) 7. ADDRESS OF EVENT (Strae( City, State, ZIF Coda}
2. PROGRAM (Dascribe program theme and obyactive, and purpose of Armed 3. HAVE OTHER ARMED FORCES UNITS BEEN REQUESTED TO SUPPORT

Forces participation) THIS EVENT? (i so, specily.)

i

10. IS THIS EVENT BEING USED TO RAISE FUNDS FOR ANY PURPOSE? 11. IS, THERE ANY CHARGE? fi.a, admission, perking, etc. I so, specily.)

H so, spacily.)
12. WILL ADMISSION, SEATING, AND ALL OTHER ACCOMMODATIONS AND FACILITIES CONNECTED WITH THIS EVENT BE AVARLABLE TO YES NO

ALL PERSONS WITHOUT REGARD YO RACE, CREED, COLOR, SEX OR NATIONAL ORIOINY X one)
SECTIGN 1t - SPONSORING ORGANIZATION DATA

13, NAME OF SPONSORING DRGANIZATION

(X appropriate box for each item.) YES NO

14. IS THE SPONSORING ORGANIZATION A CIVIC DRGANIZATION?
15. DOES THE EVENT HAVE THE OFFICIAL BACKING OF THE LOCAL GOVERNMENT?

16. DOES THE SPONSORING ORGANIZATION EXCLUDE ANY PERSON FROM ITS MEMBERSHIP OR PRACTICE ANY FORM OF
DISCRIMINATION IN ITS FUNCTIONS BASED ON RACE, CREED, COLOR, SEX OR NATIONAL ORIGIN?

17. SPONSOR'S REPRESENTATIVE

a. NAME . ADDRESS (Street, City, State, ZIP Code)
«. PRIMARY TELEPHONE (inci. aree code] d. SECONDARY TELEPHONE NUMBER
». FAX NUMBER (/nc/. arwa code] . E-MAIL ADDRESS

SECTION Il - SPONSORING ORGANIZATION SUPPORT DATA

\F REQUIRED, WILL THE SPONSOR PROVIDE: (X apprapriats box for each item.) YES No

18. THE STANDARD MILITARY SERVICES ALLOWANCE FOR MEALS, QUARTERS, AND INCIDENTAL EXPENSES FOR ARMED FORCES
PARTICIPANTS?
19. TRANSPORTATION, MEALS, AND HOTEL ACCOMMODDATIONS FOR UNIT REPRESENTATIVES TO VISIT THE SITE PRIOR TO THE EVENT?
20. TRANSPORTATION COSTS FROM HOME STATION TO THE EVENT AND RETURN FOR ARMED FORCES PARTICIPANTS?
21. TRANSPORTATION COSTS FOR ARMED FORCES PARTICIPANTS BETWEEN THE SITE OF THE EVENT AND THE HOTELY
22. TELEPHONE FACILITIES FOR NECESSARY OFFICIAL COMMUNICATIONS AT THE SITE OF THE EVENT?
SECTION IV - CERTIFICATION

dedge. | und q

~3. 1 am acting on behalf of the sponsoring arganization and certify that the information provided abave is complete and accurate to the best of my k 0 that rep i
from the military services will contact me to discuss arrangements and costs involved priof to final commitments, or to inform me of their inability to support this evant. | also understand that
oparational commitments must take priority and can preclude a haduled at an approved public activity.

+. SIGNATURE OF SPONSOR'S REPRESENTATIVE 4. DATE SIGNED

DD FORM 2536, JUN 1997 (EG} PREVIOUS EDITION IS OBSOLETE. Desighad uting Partorm Pro, WHSIDIOR, hn 97
F-1




INSTRUCTIONS

1. This form is used 10 raquest Armed Forces musical unit, parsonnel, colorfhoner guard
andlr exhibit/equipment participation in public svents. The requasted information is
required to evaluate the event. Please complete all sections.

2. This form should ba submitted to the appropriate unit findicated in i 6/ not
less than 30 or more than B0 days in advance of 3 scheduled program. Please realize
that 3t Armed Forcas units have specific miitacy missions and training requi t
Participation in public programs will only be authorized when such suppart is in the best
interests of the Depariment of Defense and the Military Servicas and does not interfere
with mission or training prog In all cases, op | i must take
priarity and can cause p ly scheduled ta be fled.

¥ Ld g

3. Department of Defense policies require that Armed Forcas participation in public
avants wil be provided at no additional cast to the Government. Tha sponsor is required
to pay, when necessary, the standard Mikitary Services allowance for quarters and
meals for al Amed Farces participants and for other services which have been
determinad in advance by the Military Services and agreed to by the sponsor.
Transportation and meal costs ara not usualty incurred when support is provided from a
local military installaticn. However, circumstances may dictate that reimbursement for
any or all of thesa costs may be necessary. Afl costs are binding after a unit, personnel,
ot exhibit has arrived at an event site, even though weather conditions or other
unforeseen circumstances force tha event to be cancafled.

4. Amed Forcas musical units are arganized for caremonial and traditional purposas and
to support recruiling activities. How- aver, they may be authorized 10 provide certain
specified pre- sentations, such as patriotic ceremonies, for public programs. Amed
Forcas musical organizations are not permitted to provide entertainment, background,
dinner, dance or othar social music at public or private svents in compatition with the

y of regular t of local civilian musicians. Limited resources permit
anly ane band andjor choir to perform at an svent, and the Military Services reserve the
right 10 cancel support to spansors who have scheduled more than one such unit.

SPONSOR: PLEASE RETAIN A COPY OF THIS FORM FOR FUTURE REFERENCE.

5. Additional forms may be obtained through tha office Ksted below or through the nearest
military installation public aftairs office. If you have q regarding the inf ion on
this form please call the Directorate for Programs and Community Relations batween 8:00
2.m. and 5:00 p.m. Eastern Time, Monday through Friday, holidays exceptad:

Commercial (703) 695-2036; FAX (703)697-2577

MAIL COMPLETED FORM Y0:
The Commander of the Military Instalation closest to the avent; OR tha appropriata
Military Service:

ARMY:
Office of the Chief of Public Affairs
ATTN: Community Relations Team
1500 Army Pentagon
Washington, DC 20310-1500

MARINE CORPS:
Commandant of the Marine Corps
Headquarters, U.S. Marine Cerps
Code: PAC
Washington, DC 20380-1775

NAVY;
Department of the Navy
Difice of Information
quununi\y Programs Division {01-5)
1200 Navy Pentagon
Washington, DC 20350-1200

AIR FORCE:
Dffice of the Secretary of the Air Force
Dffica of Public Affairs (SAFIPAC)
1690 Air Force Pentagon
Washington, DC 20330-1690

NATIONAL GUARD BUREAU:
National Guard Bursay
ATTN: NGB-PA {ComRel)
Room 20400
2500 Army Pentagon
Washington, DC 20310-3500

24. REMARKS (Use this area to contioue any items if necessary. Referance by section and item number.)

DD FORM 2536 (BACK), JUN 1997
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Marine Barracks, Washington, D.C.

“The Oldest Post of the Corps "

Public Affairs Office
8th & I Sts., SE
Washington, D.C. 20390

(202) 433-4173/4497
DSN 288-4173/4497
FAX XXX-5269

THE UNITED STATES MARINE CORPS BATTLE COLOR CEREMONY

The Battle Color Ceremony demonstrates the qualities that best exemplifies the title
“Marine.” The pride, discipline, esprit de corps, tradition, and teamwork intrinsic in this ceremony
are qualities that have been honorably handed down to each successive generation of Marines
since the Corps was founded on November 10, 1775

The Marines featured in the Battle Color ceremony—the Marine Corps Color Guard, led
by the Color Sergeant of the Marine Corps; “The Commandant’s Own,” the U.S. Marine Drum
and Bugle Corps; and the Silent Drill Platoon—are all assigned to the “Oldest Post of the Marine
Corps,” Marine Barracks, Washington, D.C. These Marines appear in countless ceremonies
annually in Washington, D.C., across the country and abroad.

v

The Battle Colors are the Official Colors of the Marine Corps. The numerous streamers
and silver bands that grace the Colors represent every battle, campaign and expedition the Corps
has participated in since its founding more than two centuries ago. Marine Barracks, Washington,
D.C. is privileged to be entrusted with the care of the Battle Colors. The Color Sergeant has the
responsibility of carrying the National Colors, and by virtue of that billet is considered the “se-
nior” sergeant in the Marine Corps. He is selected for this important position from among many
other outstanding sergeants tnroughout the Marine Corps.

The U.S. Marine Drum and Bugle Corps, known as “The Commandant’s Own,” is the
epitome of musical excellence. Their superb and creative marching skills, coupled with musical
excellence, is testimony to their year-round rigorous training regimen. These talented musicians
combine beautifully arranged comtemporary Songs and traditional marching music with uniquely
choreographed drill movements in a program entitled “Music in Motion.”

--more--




BATTLE COLOR DETACHMENT
2-2-2

The Silent Drill Platoon performs a dazzling exhibition of precision drill unlike any one
has seen. With shiny bayonets fixed atop their brilliantly finished M-1 rifles, these Marines will
excite one with their intricate drill routine performed without the aid of verbal command. The

Silent Drill Platoon’s Rifle Inspector will highlight the performance with his unrivaled mirror-like
inspection of one of his Marinies.

Compiled by the Public Affairs Office, Marine Barracks, Washington, D.C.



UNI TED STATES MARI NE DRUM AND BUGLE CORPS

The United States Marine Drum and Bugle Corps perfornms military and
popul ar music for hundred of thousands of spectators across the United
St at es each year.

The Corps of approxinately 80 Marine nusicians, dressed in their
cerermonial red and white uniforns, is known world-wi de as a prenier
mar chi ng nmusi cal unit.

Throughout the sumer nonths the unit perfornms in the traditiona
Fri day Eveni ng Parades held at the Marine Barracks, Washington, D.C., and
in Sunset parades at the Marine Corps War Menorial (Ilwo Jinma Statue) in
Arlington, Va., every Tuesday evening.

During the year, the Drum and Bugle Corps travels nore than 50, 000
mles annually, performng in nearly 400 events across the nation and
abr oad.

The history of the unit can be traced to the early days of the Marine
Corps. On the 18th and 19th centuries mlitary nusicians, or "field nusics,
provi ded a neans of passing comrands to Marines in battle formations. The
sound of various drum beats and bugle calls could easily be heard over the
noi se of the battlefield and signaled Marines to attack the eneny or
retire for the evening. Through the 1930's, Marine Corps posts were stil
aut hori zed a nunber of buglers and drunmers to play the traditional calls
and to ring a ship’s bell to signal the tine.

The United States Marine Drum and Bugle Corps was forned in 1934, at
hi storic Mari ne Barracks, Washington, D.C., to augnent the United States
Marine Band. The unit provided nusical support to cerenopnies around the
nation’s capitol and, during World War 11, as additionally tasked with
Presidential support duties. For this additional role, they were awarded
the scarlet and gold breastcord by President Franklin Del ano Roosevelt
whi ch they display on their uniform

When the war ended, the drum and Bugl e Corps resunmed performng at
various mlitary and public cerenonies.

In the early 1950’s the unit gai ned consi derabl e accl ai m perform ng
for an increasing nunber of civilian audi ences. Misic conposed
specifically for their unique selection of instrunents hel ped establish
their reputation for excellence during this period. These factors also
led to the unit’s fornmal designation as "The" official U S. Marine Brum
and Bugl e Corps, and as "The Commandant’s Oamn"--a title noting their
speci al status as nusicians for the Commandant of the Marine Corps.

In the tradition of their "field nusic" predecessors, the nusicians in
"The Conmandant’s Om" are Marines in the truest sense of the word. Every
enlisted nenber of the unit is a graduate of Marine Corps recruit training
and is trained in basic infantry skills. Prior to enlisting, each Marine
must pass a demanding audition for service in the Drum and Bugl e Corps.
Fol | owi ng boot canp and basic infantry training, the Marines are assigned
to "The Commandant’s Own."

Compi l ed by the Public Affairs Ofice, Marine Barracks, Washington, D.C
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UNI TED STATES MARI NE CORPS SI LENT DRI LL PLATOON

The United State Marine Corps Silent Drill Platoon that perforns a 10-
m nute precision drill exhibition. This highly disciplined Pl atoon
exenplifies the discipline and professionalismassociated with United
States Mari nes.

The Silent Drill Platoon first perforned at Marine Barracks,
Washington, D.C., in 1948 as a single performnce but received such a
tremendous ovation that it soon becanme part of the routine parades.

The Marines are hand selected fromthe Schools of Infantry (SO)
| ocated in Canp Pendleton, Calif., and Canp Lejeune, N.C., frominterviews
conducted by Barracks personnel. Once selected, the Mari nes are assigned
to Marine Barracks, Washington, D.C. to serve a two-year cerenonial tour
Throughout the year, these Marines continue to sharpen their infantry
skills at the Marine Corps Conbat Devel opnent Command, Quantico, Va. and
ot her bases.

Experi ences nenbers of the Silent Drill Platoon have the opportunity
totry out for rifle inspector. They must go through inspection Platoon
tryouts that are graded by rifle inspectors of the previous year. Only
two Marines will beconme the rifle inspectors.

Once the year’s Silent Drill Platoon is selected, they begin their
training at Mari ne Barracks, WAashington and continue to train at Yuns,
Ariz. during February and March. They continually work on perfecting
their routine year-round.

Throughout the year, they performat Marine Barracks, Washington, D.C
during the summer, and in nunerous events across the United States and
abr oad.

Compiled by the Public Affairs Ofice, Marine Barracks, Washington, D.C
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REQUEST FOR MILITARY AERIAL SUPPORT DOD REQUESTNUMBER 1 twerme

OM8 Ne. 07040290
Expires Jon 30, 2000

ALL EVENT SPONSORS MUST READ THE INSTRUCTIONS ON PAGE 4
BEFORE COMPLETING THIS FORM.
. public reporting burden for this collection of information is n(nmuted 10 average 30 minutes per response, including the time for reviewing instructions, searching existing data sources,
.menng and mam-mnq the data needed, and g and the of ir Send 9 g this burden estimate or any other aspect of this collection of
i i for reducing the burdnn to D-pmmem of Dafensa, Washington Headquarters Services, Directorate for Information Operations and Reports (0704-0280),

1215 Jefferson Davu Highway, Suite 1204, Arlington, VA 22202-4302. Respondents should be aware that notwithstanding any other provision of law, no person shall be subject to any
penalty for failing to comply with a collection of information if it does not display a curcently valid OMB control number.

PLEASE DO NOT RETURN YOUR FORM TO THE ABOVE ADDRESS. RETURN COMPLETED FORM TO THE ADDRESS ON PAGE 4.
SECTION | - ACTIVITY
1. CATEGORY REQUESTED /X and {1} DATE OF EVENT (2) TYPE AIRCRAFT REQUESTED {3) MILITARY SERVICE REQUESTED

complete as apphcable) (YYYYMMOD) ANY/(X) | SPECIFIC (Optional) ALL/X) | SPECIFIC (Optional)

a. FLYOVER (See paragraph 4 of
Instructions)

b. STATIC DISPLAY (Sse paragraph
& of Instructions)

¢. SINGLE AIRCRAFT DEMONSTRA-
TION (Sae para. 7 of Instructions)

d. OTHER AERIAL SUPPORT (i.6.
Parachute Demo, SAR Demo)

o. AERIAL DEMONSTRATION TEAM (a} PRIMARY DATE (b) ALTERNATE DATE(S) fc) | WILL CONSIDER ANY
(X afl raquested. See Instructions.) {YYYYMMOD) {YYYYMMDD) DATE DURING AIR SHOW
U.S. ARMY GOLDEN KNIGHTS SEASON (X ane/
U.S. NAVY BLUE ANGELS , YES
U.S. AIR FORCE THUNDERBIRDS NO

SECTION Il - EVENT AND S|TE INFORMATION

2.a. EVENT TITLE

b. SITE OF EVENT ¢. CITY AND STATE d. SITE ELEVATION ». RUNWAY
{Feat above sea level] LENGTH X WIDTH
“| 1. ARRESTING GEAR(X one/ 0. TYPE OF SITE fi.e., aitport, park, laks, etc.)

[ ] ves [ Ino

3. EVENT SITE CERTIFICATION (7o be completad by an agent axercising nuthmfy for site use)

| certify that an agresment has been made with the sp 9 org; jon indicated in Section Il to use the event sits indicatsd in 2.b.
abave.
a. NAME (Last, First, Middse Initial) b. TITLE c. TELEPHONE NO. {inchude area cods)
d. SIGNATURE . DATE SIGNED (YYYYMMDO)
4. INCLUSIVE DATES OF EVENT (YYYYMMOD) 5. IS THERE CIVILIAN AVIATION/AERIAL YES
PARTICIPATION PLANNED FOR THE EVENT? (X ane/ NO
8. ATTENDANCE 7. PLANNED MEDIA COVERAGE (X as apphcable)
a. PROJECTED b. PRIOR EVENT TELEVISION PRINT
RADIO NONE
SECTION 1li - SPONSOR INFORMATION
8. LOCAL SPONSORING ORGANIZATION b. TYPE (X one/
a. NAME PROFIT
NONPROFIT
9. POINT OF CONTACT FOR AVIATION ACTIVITIES FOR THIS EVENT
a. (X one/ MS. b. NAME (Last, First, Middle initial) c. RANK //f mifitary)
MR, OTHER
d. ADDRESS
{1) NUMBER AND STREET/SUITE NUMBER (2) CITY {3) STATE (4) ZI1P CODE
». TELEPHONE NO. finclude area code} f. ALTERNATE TELEPHONE NO. (inckude acea g. FAX NO. (include area code)
code or DSN if military)
DD FORM 2535, JUN 1997 (EG) PREVIOUS EDITION WILL BE USED. - Page 1 of 4 Pages

Designed using Perform Pro. WHS/DIOR, Jun 87
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SECTION ill - SPONSOR INFORMATION (Continued)

YES

10. IS EVENT OFFICIALLY SUPPORTED BY LOCAL GOVERNMENT (X ane) no

WILL YOU PROVIDE POST-EVENT REPORT ON REQUEST? (X ane/
2. DOES SPONSORING ORGANIZATION PERMIT MEMBERSHIP WITHOUT REGARD TO RACE, RELIGION, SEX OR COLOR?

{X ona)
13. WILL ALL ASPECTS OF THIS EVENT BE AVAILABLE TO ALL PERSONS WITHOUT REGARD TO RACE, RELIGION,

SEX OR COLOR? (X ons/
14, WILL THE EVENT BE OPEN TO THE GENERAL PUBLIC? (X ane)

SECTION IV - FEDERAL AVIATION ADMINISTRATION {(FAA) COORDINATION (dirspace Coordination)

FOR THIS EVENT TO BE CONSIDERED FOR U.S. MILITARY SUPPORT, THE SPONSOR MUST HAVE THIS SECTION COMPLETED BY
THE FLIGHT STANDARDS DISTRICT OFFICE RESPONSIBLE FOR CONTROLLING THE AERIAL ACTIVITIES AT THE EVENT SITE.

For events whers the airspace falls under the purview of the United States Department of Transportation, Federal Aviation Administration (FAR) coordination is required
for all U.S. military aviation activitiss described in Section | EXCEPT AIRCRAFT STATIC DISPLAYS. THE SPONSOR WILL FORWARD THIS DOCUMENT, WITH SECTIONS |
THROUGH 11l AND SECTIONS V THROUGH VII COMPLETED, TO THE FLIGHT STANDARDS DISTRICT OFFICE (FSDO) HAVING JURISDICTION OVER THE SITE. After complstion
of Section IV by the FSDO, form will bs returnad to the spansor for submission to DaD. Sponsors will allow a minimom of 45 days for FAA review and completion,

15. FLIGHT STANDARDS DISTRICT OFFICE REVIEW
| have reviswed the requestsd activity in Section | and d ined that: (X and complete as applicable)
a. FAAJOTHER GOVERNMENTAL WAIVER IS NOT REQUIRED. 3

b. WAIVER IS REQUIRED FOR THE FOLLOWING EVENT(S| LISTED IN SECTION I: (Specify/

>
S

¢. COORDINATION HAS BEEN ACCOMPLISHED WITH CONTROLLING AIR TRAFFIC CONTROL FACILITY.

d. AIR TRAFFIC COORDINATION IS NOT REQUIRED.

. DEMONSTRATION SITE FEASIBILITY STUDY 1S REQUIRED AND SITE PLAN WAS SUBMITTED BY THE SPONSOR. (Must meet
show line, crowd line, airspace parameters and show congested areas, dwellings, thoroughfares, and obstructions within 3 NM
of show center.}

f. DEMONSTRATION SITE FEASIBILITY STUDY IS NOT REQUIRED.

16. FEASIBILITY DETERMINATION Based upon my review of this site, | find the site to be: (X vs/

CONDITIONAL SATISFACTORY UNSATISFACTORY
SATISFACTORY | {See NOTE) (See NOTE)

<

NOTE: 1 the show sits is marked "Conditional Satisfactory™, sxplain the conditions which must be met by the show sponsor to pravide a "Satisfactory™ site in the Additional
Comments section. If the show sits is marked "Unsatisfactory,” the request for the applicable activity cannot be accepted by the Department of Defanss.

17. ADDITIONAL COMMENTS /Mandatory if FARs ars waived)

18. COORDINATING OFFICIAL

a. NAME (Last, First, Middle Initial) b. FUGHT STANDARDS DISTRICT OFFICE ¢. TELEPHONE NO. fInclude ea code)
d. SIGNATURE . DATE S{IGNED (YYYYMMOD)
DD FORM 2535, JUN 1997 - Page 2 of 4 Pages
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SECTION V - PROGRAM

PROGRAM THEME AND OBJECTIVE

20. CHARGES AND FEES
a. ADMISSION b. PARKING ¢. SEATING d. OTHER (Spacify)
o. DOES EVENT RAISE f. FUNDS WILL BE USED FOR (X as appficable) 9. SPECIFIC INSTRUCTIONS FOR USE OF FUNDS
FUNDS? (X ane/
[1) CHARITIES {4) OTHER
YES (Compiote 201 and 204) (2) EXPENSES (Explain in
N0 13} PRIZES 204)
21. HISTORICAL INFORMATION
a. LIST ALL YEARS THE b. LAST AERIAL DEMONSTRATION AND ¢. LIST CIVILIAN AND MILITARY AIRCRAFT AT LAST
EVENT WAS HELD YEAR OF PERFORMANCE fie., Ble YEAR'S EVENT
Angels, Thunderbirds, Golden Knights)

SECTION VI - SUPPQRT (A4 Requests othar tha Flyovers)

22,

THE SPONSOR AGREES TO: (lnitial each item signifying acceptance. Lack of initials renders the evant ineligible for
o support other than Flyovers.) N

.

INITIALS

. OBTAIN THE AIR SHOW WAIVER FROM THE FAA MONITOR PRIOR TO THE EVENT FOR EACH ACTIVITY REQUIRING

A WAIVER (plan 2 50.day Jead time). FAILURE TO OBTAIN A WAIVER WILL RESULT IN DEMONSTRATION
CANCELLATION AT THE EXPENSE OF THE SPONSOR.

PAY TEAM COSTS AS OUTLINED ON PAGE 4, PARAGRAPHS & OR 8 OF INSTRUCTIONS, AS APPLICABLE.
{Applies only for Blue Angels, Thunderbirds, or Golden Knights requests.)

. PROVIDE OR REIMBURSE TRANSPORTATION, MEALS, AND QUARTERS COSTS finchuing pre-event visits) FOR

ARMED FORCES PARTICIPANTS, AS REQUIRED. (Reimb for de jon teams covered in paragraphs
6 or 8 of Instructions.) J
d. PROVIDE SUITABLE AIRCRAFT FUEL AT MILITARY CONTRACT PRICES. (Sponsor must pay of casts over

méitary contract prices, including any transportation and handling charges, if fuslis not avadable ot such prices.)

PROVIDE SECURITY FOR AIRCRAFT AT EVENT SITE DURING ENTIRE STAY.

—-

. PROVIOE MOBILE FIREFIGHTING, CRASH, AND GROUNO-T0-AIR COMMUNICATIONS EQUIPMENT AT THE SHOW

SITE FOR FLIGHT AND PARACHUTE DEMONSTRATIONS AND STATIC DISPLAY AIRCRAFT.

PROVIDE AMBULANCE AND MEDICAL PERSONNEL ON SITE DURING FLIGHT AND PARACHUTE DEMONSTRATIONS
AND CERTAIN OTHER TYPES OF AERIAL ACTIVITIES AS DETERMINED, IN ADVANCE, BY THE MILITARY SERVICES
OR OASD (PUBLIC AFFAIRS).

b4

PROVIDE TELEPHONE FACILITIES FOR NECESSARY OFFICIAL COMMUNICATIONS AT THE EVENT SITE.

. PROVIDE AERIAL PHOTOGRAPH AND AIRFIELD DIAGRAM UPON REQUEST.

SECTION Vil - CERTIFICATION BY SPONSOR

23, PRESIDENT/CHAIRMAN OF SPONSORING ORGANIZATION/BASE OR WING COMMANDER (/f miitary spansored)
| certify that the information provided abave is complete and accurate to the best of my knowledge. | und: d that rep {rom the military services will contact
us to discuss arrang and additional costs lved prior to final Any changes to the inf on this form may invalidats sligibility for military
participation.
a. SIGNATURE b. OATE SIGNED

(YYYYMMODD}

DD FORM 2535, JUN 1997

Page 3 of 4 Pages
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INSTRUCTIONS

1. The attached torm is used to tequest U.S. Armed Forces aircraft partici-
pation at public events tmaximum of 3 days) in support of community
relations programs held outside a military installation, and for requesting an
\erial demonstration team (U.S. Army Golden Knights, U.S. Navy Blue
Angels, or U.S. Air Force Thunderbirds) to perform on o off a military
installation, worldwide. Civilian sponsors must use the form in sl instances,
while military sponsors need only use this form when requesting performan-
ces by the Golden Knights, Blue Angels, or the Thunderbirds fincludes
joint-use eirfields/facilities). This form is used by DoD to determine eligibility
of an event for military aerial support. Once an avent has been approved as
eligible, it is the event sponsor’s responsibility, wotking through the
individual Service public affairs offices, to gain support.

2. The event sponsor is responsible for gaining the completion of Section
WV, FAA Coordi \, prior to of the form to DoD. The local
Flight Standards District Office which has jurisdiction over the event site will
completo all appropriate blocke in Section V. Requests for static displays
only do not require FAA dination. Compl Secti 1- Wl and V- VI,
and forward the form to the nearest Flight Standards District Office (FSDO}
for completion of Section IV.

3. The local sponsoring organization is responsible for the accurate
completion of the form and conducting the event. The information on this
form must 9a typed or printed in ink, and is used to eviluate the event for
compliance with public law and Department of Defense policies, and to
determine its eligibility for Armed Forces participation. In all cases, military
participation must not interfere with military operatics.s and training
programs, and must be at no additional cost to the U.S. Governmant,
Sponsors will consult with lacal military recruiters and provide, at no charge,
prime space at the event site for recruiting activities. Department of
Defense is unable to support events for which sponsorship is intended to
make a business profit. Events which have an wdmission charge, or othar
associated charges, do not ily preclude military par icipation,
Military commands canot participate in events which charge admission
unless the military participation is incidental to the event, and not the
primary attraction. Incomglete forms, or ‘orms submitted late, cannot he
considered and will be returned to the sponsor's representative.

4. Requests for flyovers will be considered only if the event is aviation
oriented fi.c., air shows, airport enniverseries or dedication events)], or for
patriotic observances (! day oniy) held in coniznction with Armed Forces
Day, M ial Day, Independ: Day, POW/MIA Recognition Day, of
Veterans Day (event must be within seven days of the acru‘/ holidey date to
be considered). Flyovers may be performed by operational of training aircraft
as determined by the Services. Sponsors of events other than bona fide air
shows are prohibited from scheduling mora than one Service to conduct the
flyover. Once confirmation of Service participation is gained, other Services
will not participate in the svent. The Blue Angels and Thunderbirds do not
perform flyovers. Requests fo- {lyovers must be received for processing at
least 90 days prior to the event for full consideration by the Services.

6. Ci _sponsored requasts for performances by a flight demonstration
team (Blue Angels and Thund birds) will be idered only for events
which are: (1) aviation ariented {i.e. air shows, sirport events, historical
sviation events); (2) planning civilian aviation participation; (3) open to all
Military Services for participation, and {4) held during the air show season
{mid-March to mid-November). A partial reimbursement cost (quarters and
meals) of $6,000 per official demonstration fincluding any performance
where admission is cherged to view 8 team) is payable by all nonmilitary
sponsors as indicated in the team support manual. Appearances on a
military installation or sponsored by a military organization will only be
approved in support of an official installation "open house" program {no
admission charge/entrance fee). All event sponsors are required to comply
with all aspects of the team support 1, as applicable. All requests for
an serial demonsiiation team must be received by OASD(PAJDPCR by
August 1 of tlic year preceding the year of the event. Complete Sections
1- M and V - VI, and forward the form to the nearest Flight Standards
District Office (FSDO) for completion of Section IV. The annual schedule
will be released in December of the ysar prior to the season. Subsequent
1o public release of the schedules, teams will be rescheduled if a scheduled
event is cancelled, the original sponsoring organization is changed, of the
original event site is changed. Previously validated requests will automati-
cally be roconsidered. NOTE: Blue Angels and Thunderbirds require €,000
and 7,000 foot runways, respectively, at or within 30-60 nautical miles of
the demonstration site. The Blue Angels also require arresting gear located
within 80 nautical miles of the demonstration site.

7. Requests for single aircraft demonstrations fi.e., F-15, F-14, Harrier) will
be considered for events as described in paragraph 6 (1) through (4) abave.
Requests for single a rcraft demonstrations must be approved by OQASD(PA)
DPCR. Army and iir Force single aircraft demonstrations must be received
forprocessing at least 90 days prior_to the event. USMC Harrier (AV-8B}

and Navy demonstration requests must os received b s January 31 each
year. The Harrier demonstration can on'y be psrformed over a prepared hard

surface or open 'vater. (Scheduled Harrier events will receive two sircraft,
one for demonst-ation and one for static display. Fifty galions of distifled
water must be provided for each Harrier demonstration.) Meals, lodging,
and transportation for the aircrews must be provided by the sponsor.

8. Civilian-sponsoted requests for the U.S. Army Parachute Team, the
Golden Knights, will be considered for events such ae air shows, airport
dedications and anniversaries, expositions and fairs, everts sponsored by
the Army, and those svents which contribute to the public inowledge of
military and airborne operations, squipment and capabilities. All requests
must be received by OASD(PAJDPCR by October 1 of the year preceding
the ysar of the wvent. Appearances on a military installation will only be
approved in support of an official "open house” program. All sponsors,
military and civilian, are required to reimburse the team for quarters, meals,
ground transportation, and a designated rate for the jump platform
(aircraft), as deturmined by the team, at least two weeks prior to the event
(approximately $2,500 per official show day). The annual schedule v/ill be

Requests received closer than 90 days may not allow adeq p for
some organizations to support. Requests raceived 30 days or closer will not
be idered. Flyover requests for formal observances of the stated
patrictic holidays (no more than four of the same type sircraft meking &
single pass) may be forwarded to a Service command c- a military
installation public atfairs office. Complete Sections | - #ll and V - VIl, and
forward the form to the nearest Flight Standards District Office (FSDO) for
completion of Section IV. The missing man formation will not be fiown in
support of any activities requested on this form. It is reserved for funeral
services in honor of active duty rated/designated avistors or dignitaries of
;s Federal Government or as determined by the Military Services.

5. Requests for sircraft static displays will only be considered for air shows,
sirport events, expositions and fairs, and public events which contribute to
the public knowledge of Armed Forces equipment and capabilities (including

iting and ROTC ts). Ce Jete Sections 1 - il and V - Vil {Section
1V is not appliceble when requesting static displays only). Requests may be
sent from the sponsoring organization to OASD(PA) Directorate for Programs
and Community Relations (DPCR), a Service command public aftairs office,
or directly to a military installation public affairs office at least 90 days prior
1o the event for full consideration by ail Services. The sponsor must satisfy
all safety and aperational requirements for the requested aircraft. Requests
recsived closer than 90 days may not aliow adequate planning for some
organizations to support. Requests received 30 days or closer 